Anahist Co., Inc. 


Brown & Williamson Tobacco Corp. 


Carter Products, Inc. 


Colgate -Palmolive Co. 
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Grocery Store Products Co. 
Minute Maid Corporation 
Morton Frozen Foods 
Standard Brands, Inc. 


Whitehall Pharmacal Company 





Featured in this issue: 
How true is charge 
television avoids all 
controversial topics? 


Index on page 7 


BATES’ WILLIAM H. KEARN 


. . advertising that calls 


attention to the product” 
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Channel 13...from 3rd 
to almost 1st in 30 days. 





After one month of the Channel 13 programming schedule under Westing- 
house Broadcasting Company ownership, the latest American Research Bureau 


(Sept. 57) survey shows... 


2K Out of 453 quarter-hour periods sur- 
veyed while all 3 stations were on the air... 


WJZ-TV .. . leads in 194% 
Station B. . leads in 198% 
Station € .. leadsin 60 


* ARB, September, 1957 


ms AND LOOK AT THIS! 


Buddy Deane Bandstand (3-5 PM, Mon- 
day through Friday) is the top-rated local 
afternoon program in Baltimore, with 
more than 50% adult viewers—2.5 view- 
ers per set! 


The Early Show (6-7:23 PM, Monday 
through Saturday) is the highest-rated 
early evening show in Baltimore — over 
60% adults—2.8 viewers per set! 


WESTINGHOUSE BROADCASTING 


2K Share of audience — sign-on to sign- 
Om... 


WJZ-TV..35.5%..up 24.5% 
Sta. B. . 38.2% down 4.9% 
Sta.C..25.1% down 19.2% 


Keith McBee’s “7:23 News” is the high- 
est-rated news show, network or local, in 
Baltimore TV! 


The Late Show is the highest-rated local 
show in Baltimore TV! 


For full details and availabilities, call 
Joe Dougherty, WJZ-TV Baltimore Sales 
Manager, at MOhawk 4-7600... 





COMPANY, INC. 


REPRESENTED BY BLAIR-TV 

















Top Ten Multi-Weekly 





does it *RRMT-TY Seven Pirsts..............cccscscsseee ‘ Average Rating 
*1. Russ Van Dyke News...... 10:00 P.M. 40.6 
in *2. Al Couppee Sports ...... 10:20 P.M. 28.4 
' *3. Don Soliday News ....... 12:30 P.M. 14.8 
IOWA S$ ee RRA 4:30 P.M. 12.9 
*5. Paul Rhoades News ...... 6:00 P.M. 12.7 
LARGEST as” or ae 10:00P.M. 11.5 
*7, Garry Moore ........... 8:00 A.M. 11.3 
wARKET *8. Bill Riley Time .......... 12:00Noon 10.9 
9. News, Weather ...... tie ( 6:15 P.M. 10.6 
Ron os cade wd (10:20 P.M. 10.6 
*10. Gordon Gammack ........ 6:15 P.M. 9.9 
Top Ten Once-A-Week 
A COWLES OPERATION PURNT-TY Six Firsts...............0cceceeeceeeeeneeeees ... Average Rating 
Ree 43.7 
*2, What's My Line? ......... 40.7 
eee rer 39.0 
ee ree eee 35.4 
ROSSI BRS pee espa ...33.8 
EE re er <i oee5 cee 
Se en 0 aoe 
MI ee rei ee eter vis nos Kiss aace 33.0 





9. Hit Parade tet teeeeeeeeee ee ..32.6 
Full Power Channel 8 In lowa *10 Robert Cummings ee 31.8 
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PUBLIC NOTICE: 





Signs are unmistakable. Milwaukee audiences and advertisers alike love WxIXx. 


Typical object of affection is WxIx weathergirl Judy Marks, whose regularly 
scheduled five-minute forecast—Judy and the Weather—is a rain-or-shine must 
for Milwaukee families. A must for sponsors, too! Writes Donald E. Semling, 
president of the R-O-W window manufacturing company: “This wxIx renewal 
speaks for itself. Judy has given us sustained sales help we have long sought 
in the Milwaukee market. Dealer response has been so enthusiastic that we fee/ 
wx1x and Judy must be part of our operation from now on.” 


Become a WXIX booster yourself. You'll find Milwaukee’s high regard for wxix 
(and vice versa) creates the perfect climate for profitable selling. 


Channel 19, Milwaukee » CBS Owned + Represented by CBS Television Spot Sales Pa? 2a 2 oe 
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monday NEW 


“GRAY GHOST’’ 

History, adventure, excitement played out 
against the stirring setting of the Civil War. 
Legendary exploits of Confederate army 
guerrillas. A television first. 

(Co-sponsors: Freihofer Baking Company 
and Venton Maid Ravioli) 

Available alternate week sponsorship 

after December 16th. 


7pm 
and all 
is SELL 


on 


WCAU-TV 
Philadelphia 


tuesday NEW 


“WHAT IN THE WORLD?’ 
The Peabody Award program that makes science 
a fascinating game. Now being televised in 

full color. 


Available full or alternate sponsorship 


wednesday 


“WHIRLYBIRDS” 

The thrilling, action-filled adventures of two 
free lancing Helicopter pilots. One of the 
highest rated film shows on television. 
(Co-sponsored by Nabisco and Sylvan Seal) 


Seven days a week—at seven pm— 
every survey ever taken shows 
WCAU.-TV far out in front! 


This season we are adding three 
thursday 


“SHERIFF OF COCHISE” 
Adventure series based on the files of the 
sheriff's office in Arizona’s Cochise County. 
(Sponsored by Socony Mobil Oil Company) 


friday NEW 

“THE NEW ADVENTURES 
OF CHARLIE CHAN’’ 

Famed character actor, J. Carrol Naish, 

appears as the greatest detective of them all, 

m 8 beloved Charlie Chan—in a series 

of thrilling new mysteries. 

Available full or alternate sponsorship 


outstanding new shows to 

this vital time slot. 

Now is the time to secure your client's 
franchise in this powerful 


sales period. Remember... 


WCAU-TYV 


means 
business 


in 
Philadelphia 


saturday 


“HIGHWAY PATROL” 
Broderick Crawford stars in this outstanding 
series based on the actual exploits of the 
state highway police. 

(Sponsored by P. Ballantine & Sons) 








SUNDAY 6:30 TO 7 PM 


Alternate sponsorship available on 
“HARBOR COMMAND’ 


Starring popular screen star Wendell Corey in exciting 
true-to-life stories of America’s Harbor Police, Coast Guard 
Units and Port Authorities. Precedes “Lassie” and 

inherits the audience of ‘Waterfront”—the top rated 
syndicated show in Philadelphia for three years. 
(Co-sponsor La Rosa) 





CHANNEL 1®. CBS IN PHILADELPHIA - Represented by CBS-TV SPOT SALES 
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29 


32 


36 


38 


40 


49 


DEPARTMENTS 


BILLION-DOLLAR WHIPPING BOY 


Television programs themselves often 
refute charges by the medium’s critics 


THEY NEVER LOST A CLIENT 
With billings almost at $100 million, 
Ted Bates points to a 17-year record 


WOMEN’S SPECIALTY SHOPS 
Smaller stores find tv perfect medium 
to show female fashions, accessories 


PIONEER PRODUCER 
Caravel, 36-year-old film-producing 
firm, builds modern “one-stop” plant 


WORLD’S FAIR ON TV 


Resourceful WJAR-TV producer utilizes 
talent from many lands on her programs 


CHANGING TELEVISION MARKETS 
Second of a series of market studies: 


Michigan and Ohio 





THE 
LAUREL 


AND 
HARDY 


SHOW 











1l Publisher’s Letter 
Report to the readers 


13 Tele-scope 
What's ahead behind the scenes 


15 Letters to the Editor 


The customers always write 


23 Business Barometer 
Measuring the trends 


25 Newsfront 
The way it happened 


43 On Film 
Roundup of news 


41 Washington Memo 
Tv and Capitol Hill 


71 Spot Report 


Digest of national activity 


79 Wall Street Report 


The financial picture 


81 Station Directory 
Quick guide to tv stations 


89 In the Picture 
Portraits of people in the news 


90 In Camera 
The lighter side 


Gets Top Ratings on 
KDKA-TV, Pittsburgh 


Wire or phone 
Art Kerman 
today for 
availability 

in your market, 






¢ 


\ 
| GOVERNOR TELEVISION 


151 West 46th St., N.Y.C. 
JUdson 6-3675 











We are proud 
to announce we 


are distributing 


1 UNCOMMON 
I - VALOR > 


SAGA OF THE 


MARINES IN ACTION 


* 26 SPINE-TINGLING * 
EPISODES! 


1 a 


NAW bile 
TELEVISION CORP. 


West 46th Street 
New York 36, N. Y 
JUdson 2-1288 
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In 20 of the 41 counties in Pennsylvania’s 
3rd TV market WJAC-TV reaches 80% to 
100% of all TV homes.* The people who 
watch are the people who buy, and there's 
more to watch on WJAC-TV—24 of the 


top 25 night time shows! 


If you have something to sell. direct your 
advertising to the viewers in more than 
a million TV homes, watching WJAC-TV 


more than any other station. 


ING MILLIONS FROM 
THE ALLEGHE 


& 
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Why, Oh Why, Smidley! 


Dp 





eer 
KIMA-TV - 
4 ¥ 
tI 3 


Yakima 





I’ve searched high and low and still no 
Caseade order here. Just don’t feel we could 
use one of the nation’s largest television mar- 
kets, eh, Smidley? Why in 20 years, this Cascade 
market has gained millions of acres of new 
“KLEW-TV farms, billions of doliars in new industry and 
Lewiston thousands of new families. And still, Cascade 
Television alone serves the entire region. The 
biggest single buy in the West and you missed 


it again, Smidley. For shame, Smidley! 














C> CASCADE 


BROADCASTING COMPANY 
a© & 


NATIONAL REP.: WEED TELEVISION 





PACIFIC NORTHWEST: MOORE & ASSOCIATES 
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HARRINGTON, 
RIGHTER 
& PARSONS, Inc. 


NEW YORK * CHICAGO 
SAN FRANCISCO * ATLANTA * BOSTON 
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“but why should | 
have to sell my 
representative, too?” 


Good question! Yet this station manager — 
with a well-established TV outlet in a good 
market—faces a problem confronting more 
and more television operators today. 


Competition for the TV advertising dollar 
is understandable. It demands hard selling. 
But competition to get a fair share of your 
representative’s attention. . competition with 
a host of other stations on his list. . simply 
doesn’t make sense. 


You shouldn’t have to sell your representa- 
tive on performing his job fully. And with 
specialized representation, you don’t. 
There’s no routine, no “production line” 
formula when you’re one of the quality sta- 
tions on Harrington, Righter and Parsons’ 
limited list. Your representation is tailored 
to your station’s distinctive merits by people 
whospecialize only in the television medium. 
Caliber TV stations like those below don’t 
want to be one of the pack. With us, they 
never are! 


television — the only medium we serve 


Leo ¢ 6 °S SQ 22 S64 © o. 6: O°S Sele 6 & @ @ 4 SS ae See, Coe, Oe Se Oe. & 8-0 6 8 6 


\ WCDA-B-C Albany WABT Bismingham WBEN-TV Buffalo 
WIRT Flins WFMY-TV Greensboro/Winston-Salem 
WTPA Harrisburg WTIC-TV Hartford WDAF-TV Kansas City 
WHAS-TV Louisville WTMI-TV Milwaukee WMTW u:. 7 ashington 
WRVA-TV Richmond WSYR-TV Syracuse 








Letter from the Publisher 


Blame It on Television 


It is no secret that young, precocious television is one of the 
most popular whipping boys of the day. Almost any charge against 
this lusty ten-year-old is sure-fire grist for the newspaper-magazine 
mill. Criticising tv always means headlines for civic leaders, educa- 
tors, congressmen and, on a few occasions, persons even more highly 
placed. 

Some of that criticism has been merited, of course. But a great 
deal was unearned and, as a spokesman for the medium, TELE- 
VISION AGE is glad to explode some of the more malicious of the 
charges in the lead article in this issue, “Billion-Dollar Whipping 
Boy,” which begins on page 29. 

One of the most generally repeated of these attacks on the medium 
is that “commercial tv programs won’t buy a script which has the 
faintest aura of controversy about it.” This charge has been made 
by a number of critics and has recently been repeated by several 
writers well known to the television audience. 

It seems that the best refutation of this complaint is offered by 
the factual record of programs that have presented adult themes 
and controversial subjects which detractors claim are untouchable. 
Among such themes which have been ably dealt with on widely 
viewed sponsored programs are those of racial, religious intoler- 
ance; mental health, neurosis and other unnatural behaviorism; 
alcholism and drug addiction; illegitimacy; euthanasia; juvenile 
delinquency; crooked politics and law enforcement officers; em- 
asculation; kidnapping; divorce, and many others. 

TV AGE would be the last to deny that television is a medium for 
the masses and is intended “for the living room, not the library.” 

A point made in the article referred to seems pertinent: “Tele- 
vision’s fundamental responsibility, quite simply, is to the millions 
of ordinary, everyday people who make up its audience and who 
are far more interested in watching what it gives them than in 
worrying about what it doesn’t.” 


Responsibilities 

Management of the companies which sponsor television programs 
have their responsibilities, too. One of these, of course, is the proper 
handling of the company’s advertising budget. That includes being 
certain that the television program in which they invest attracts a 
sizable audience and helps to sell the company’s products. That is 
their responsibility to the stockholders. 

But these same sponsors, the record proves, are well aware of 
their responsibilities to the public as well. More and more they are 
asking for “better” ideas and formats. Experience has taught them 
that to insure the big audience programs must constantly improve, 
not remain in a static rut of mediocrity. 

We believe in the mass audience, and we believe, too, in the 
men who are molding television to meet the needs of that audience 
—the sponsors, the agencies, the producers, the networks and the 
men who manage television stations. They are men who make 
mistakes, yes, but they are also honest, imaginative and able men 
who have made television the mighty force it is today and promise 
to lead it into an even better and brighter future. 


Cordially, ft 
Sa Gack 


Here’s Why 
It’s 


KQTV 


for Northwest lowa 


“In. Pocahontas, everyone watches 


KQTV.” 





“Not only that but if you ask what 
TV station they watch most, al- 
most all say KQTV. And the sur- 
vey for which I was an observer 
proves it.” 

H. B. EIKE 

City Council Member 


Put your advertising dollars — 


where they count — on KQTV- 
NBC for Northwest lowa. 


+ 
se 
| 


—S 


: anes TON 


No SEE mgm 5 
a \ =>. 
Ss oo * ~ i= 





30 air miles 


KQTV 


Fort Dodge, lowa 


Ed Breen, Manager 
Represented by: 
John E. Pearson Co. 


Pozahon‘as Fort Dodge 


*The C. C. S. Survey certified by mayors, 
councilmen, chiefs of police, as of October 
19, 1957. covers 10 counties, 26 cities, shows 


45,832 KQTV homes. (Omits five counties 
from which KQTV receives mail) 
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Phillies Bonanza 

The Philadelphia Phillies’ arrangement with wor-Tv 
New York by which the station will telecast 78 games in 
1958 for a fee of about $600,000 will approximately triple 
the club’s television income. Last year the Phillies received 
around $300,000 for the 80 games that were telecast by 
WFIL-rv and wrcv-Tv Philadelphia and werH (now WVUE) 
Wilmington. Assuming that this agreement will be repeated 
in 1958, the ball club may well receive nearly $1 million 
for television rights. 


Daytime Bargain 

Daytime network television is proving a real bargain to 
cost-conscious advertisers who are spending money on this 
type of programming fare at an ever-increasing rate. With 
daytime viewing at an all-time high, the cost-per-thousand 
per commercial minute for the average day network is 
half that of the average nighttime—$1.63 to $3.25. For 
the complete daytime story, see the November 18th issue 
of TELEVISION AGE. 


Supermarket Advertising Up 

A total of 59 per cent of the major supermarket com- 
panies spent more on advertising in 1956 than they did in 
1955, according to the ninth annual report of the Super 
Market Institute. Of the remaining companies, 17 per cent 
came through with about the same advertising appropria- 
tion, while 24 per cent spent less. The 349 companies who 
took part in this survey operate 3,816 stores and during 
1956 had sales of $5.1 billion. (The Institute describes 
a supermarket as a complete departmentalized food store 
with a yearly sales volume of no less than $1 million.) The 
report also indicates that new supermarkets will be added 
at an annual rate of 19 per cent for at least the next two 
years, with the possibility that similar increases will take 
place for the next 10 years. If the member companies have 
carried through with their indicated plans for expansion, 
there should be at least one thousand new million-dollar- 
plus markets added during 1957, with a like amount 
coming up for 1958. 


Television Homes 

The Advertising Research Foundation has just issued 
its fourth report in a continuing series of reports on tele- 
vision sets in U.S. households. According to the report, 
which is obtained in conjunction with the current popula- 
tion survey conducted by the Bureau of the Census, there 
were 39.8 million tv households as of April 1957. Tv AcE 
points with pride to its report on tv homes contained in 
the April 22, 1957, issue, which gave the television home 
figure at 39,608,000, just 192,000 under the ARF figure. 
TV AGE researchers were within .004 per cent of the ARF 
figure. Their report was issued just six months ahead of 


ARF. 


Growing Medium 
Other points of interest contained in the ARF report 
include the following: 1. There was an increase of nearly 


eight million tv households from June 1955 to April 1957. 
2. There were in April 2.5 million households with two or 
more sets, compared with 1.7 million in February 1956 
and 1.1 million in June 1955. 3. The total number of tv 
sets was over 42 million at the time of the latest ARF 
report. 


Who Watches Tv Most? 

Professional, technical and managerial workers spend 
the most time with television daily—6 hours, 38 minutes, 
according to a Pulse study just released by the Television 
Bureau of Advertising. Other groups, with the time spent 
with tv, include: machine operators, 5 hrs., 46 mins.; 
service workers, 5 hrs., 44 mins.; clerical and sales crafts, 
mechanics, 5 hrs., 24 mins., and farmers and farm workers, 
4 hrs., 59 mins. Figures are part of a study made especially 
for American business corporations under the supervision 
of Halsey V. Barrett, TvB sales director. It has already 
been presented before a number of companies. 


Tv-Set Shipments 

Shipments of television sets to dealers in August totaled 
490,849, as compared with 465,285 receivers shipped in 
July, Electronics Industries Association reports. Total sets 
shipped in the first eight months this year were 3,460,100, 
as compared with 3,761,116 for the same period in 1956. 
Most sets this year have gone to New York with 409,448, 
closely followed by California with 342,856. Pennsylvania 
has received 239,621, Illinois 203,729, Ohio 193,788 and 
Texas 186,030. 


Atlantic Co-op Limited 

Atlantic Refining Co. is one of the petroleum products 
processors that furnishes its dealers and distributors with 
slides or scripts for television on request. While the com- 
pany does not reveal the terms of any cooperative arrange- 
ment it has with distributors, it does contribute to tele- 
vision time costs in some areas where the distributor 
chooses to handle his own advertising. 


Barter Agency 

A new agency, Regal Advertising Associates, New York, 
whose announced purpose is “to buy television time for a 
selected list of clients mostly through the bartering tech- 
nique,” reports that it has three clients who still spend 
approximately $4 million. Two of these clients will be re- 
vealed in the near future. The third, Silf Skin, Inc., a 
manufacturer of foundation garments, is currently lining 
up buys in 125 markets and eventually hopes to go into 
a total of 200 cities. 


Official Report 

Official Films, Inc., sales for the annual period ending 
June 30, 1957 came to $6.5 million. Income before taxes 
for the same term totaled $983,000, which amounts to 
16¢ per share for each of the company’s 2,664,000 shares. 
The annual dividend earned in the previous year was also 
16¢, but on 50,000 less shares outstanding. 
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“We wanted to know 
about Farm TV... : 


—so we asked the highly regarded Research 
Division at the Meredith Publishing Company 
to make a survey for us — 





...and here are some highlights.” 


Fred Ebener, WOW-TV 
Sales Manager 


90% of the farmers within an 80-mile 
radius of WOW-TV have TV sets 


They depend on TV over newspapers in five 
of six major categories of farm news and i 


information 


31% of the farmers named WOW-TV as 


their favorite station (the next station was 
mentioned by only 17%) 


Weather, News and Markets programs are 
Mal Hansen, WOW-TV Farm Director 


33% named WOW-TV Farm Di- h larly. Thi t 
rector Mal Hansen their favorite such programs regularly. IS percentage 


TV Farm personality (the next was topped only by “T Love Lucy” 
farm personality was mentioned 


by only 5%). and ‘“‘December Bride”’. 


a terrific buy. 35% of the farmers watch 





SURVEY BROCHURE — Get all the details . . . write for your copy today! 


WaT eens ag 


FRANK P. FOGARTY, Vice President and General Manager 
Merede IN OMAHA it’s WOW and WOW-TV _ represented by BLAIR-TV, Inc. 


FRED EBENER, Sales Manager 
Station IN SYRACUSE it’s WHEN and WHEN-TV_ represented by The KATZ Agency 
IN PHOENIX it’s KPHO and KPHO-TV_ represented by The KATZ Agency 
IN KANSAS CITY it’s KCMO and KCMO-TV_ represented by The KATZ Agency 
























Meredith Stations are affiliated with Better Homes and Gardens and Successful Farming Magazines 
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Articles on Tv Ratings 


In connection with an Advertising 
Research Foundation meeting I am 
attempting to establish the. number of 
articles written since January 1, 1954, 
on the general subject of radio and/or 
tv ratings. | would consider it a great 
favor if you could give me this in- 
formation for TELEVISION AGE. 

H. E. McDonacp 

Research Director 

Fitzgerald Advertising 

New Orleans 

Note: In this period Tv ace has carried no 


fewer than 43 articles dealing with television 
ratings. 


WMUR-TV Lestoil Pioneer 

i want to compliment you on your 
fine reporting of television’s fabulous 
success story in your article “Plant 


that Tv Built” (TELEVISION AGE, Oct. 


7). However there is one error in this 
story which I wish to point out, be- 
cause it concerns a very important 
point in the Lestoil story and one on 
which wMuR-TV has proudly hung its 
hat. 

According to your article, when 
Jacob Barowsky decided in January, 
1955 to introduce his product, Lestoil, 
in a virgin market outside of the 
western Massachusetts and northern 
Connecticut area, he placed television 
schedules simultaneously in five north- 
ern New England markets. This was 
not the case. 

WMUR-TV was the first and the only 
television station in northern New 
England to carry Lestoil advertising 
during the first few months of 1955. 
Prior to this date there had been no 
product or no advertising in this area. 
In exactly 244 months the demand for 
Lestoil, which was created exclusively 
by wMuR-Tv, had forced the product 
into First National Stores, our large 
super market chain which has its zone 
headquarters and warehouses in Port- 
land, Maine. It was not until later that 

(Continued on page 17) 





WKRG-TV LEADS THREE WAYS 


No matter how you measure it, WKRG-TV is number one by a large margin 


in this Billion-Dollar Market. 


NIELSEN 


Report number two shows WKRG-TV 
leading in every dept. . . . covering 
33 to 26 counties for Sta. “’X"’, with 
45,000 extra homes in Ch. 5’s area. 


A. R. B. 


(Feb. ‘57) WKRG-TV leads 281 to 
150 in measured quarter-hour seg- 
ments. At night, the lead is 139 to 59! 


PULSE n° 


bition. $35 M° 


Telepulse (Sept., 56) shows WKRG- 
TV leading in 275 quarter-hours to 
171 for Station ““X"’. 
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HERE’S THE BILLION-PLUS MARKET 


Within the area of WKRG-TV’s measurable audience lies 1,258,000 
people . . 336,000 families . . Cons. Spendable Income, $1,467,000,000 
and Tot. Ret. Sales of $1,060,054,000 (latest published SRDS figures) . 
Here is the Coverage-Bonus WKRG-TV gives you in Big, Billion-Dollar 











Mobile: 
Total 
Population Families C.S.1. T.R.S. 
WKRG-TV 1,258,000 336,000 $1,467,000,000 $1,060,000,000 
Station ““X” 1,087,000 290,000 1,316,000,000 954,000,000 
WKRG-TV Bonus 161,000 46,000 $ 151,000,000 $ 106,000,000 











REPS: 
AVERY- KNODEL 





CBS wkrg-tv 





WONDERFUL 





BUY! 


GETS YOU ALL OF 





HEL-O-LAND 


It takes five airlines and as 
many railroads to criss-cross 
huge hustling KEL-O-LAND. It 


takes more than a_ million 
people to ring up its $1,220,- 
150,000 annual retail sales. 
Yet Joe Floyd and his 101-man 
crew deliver all of KEL-O- 
LAND to you for your one 
wonderful single-market buy. 


PUT ALL KEL-O-LAND 
IN YOUR TV PICTURE! 


KDLO ...... be 4 


Aberdeen — Huron — Watertown 


KELO 


Sioux Falls CHANNEL POT 
KPLO«.... GS 


Pierre — Winner — Chamberlain 











.. . and KEL-O-LAND’s 
new, big radio voice is 


KELO-AM 


KELO Radio's | ,032-Ft. Tower 
13,600-Watt Power, Eqv. 

















General Offices 
Sioux Falls, S. D. 
JOE FLOYD, President 
Evans Nord, Gen. Mgr. Larry Bentson, V. P 
Represented by H-R 


In Minneapolis: Bulmer & Johnson, Inc. 
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for example ... 


€SSO Standard Oil’s 
Baton Rouge Refinery 
is America’s Largest 


7000 employes share a $45,000,000 payroll at Esso’s 
gigantic refinery in Baton Rouge. The plant site, including 
2 tank farms, covers 2300 acres! 


Many of the greatest names in American industry have 
invested hundreds of millions for plants in the “empire 
area” and others are moving in . . . with $254,800,000 for 
additional plants already scheduled. 


Effective Buying Income per family in Baton 
Rouge is $6,303—far above the national average. 


Payrolls are at an all time high! 
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BATON ROUGE. America’s 


great new industrial empire! 


—— CROWN ZELLERBACH CORP. 
——W. R. GRACE & CO. (polyethylene) 
U. S. RUBBER CO. 
FOSTER GRANT CO., INC. 
KAN JAX CHEMICAL CO. 
— STAUFFER CHEMICAL CO. 
—— IDEAL CEMENT CO. 
KAISER ALUMINUM & CHEM. CO. 
ESSO STANDARD OIL CO. 
-ETHYL CORP. 
ALLIED CHEMICAL & DYE CORP. 
COPOLYMER CORP. 
DOW CHEMICAL Co. 
WYANDOTTE CHEMICALS CORP. 
ORMET METALS CORP. 
KAISER ALUMINUM 
NATIONAL SUGAR REFINING CO. 
RIVERLANDS — 


WEBB & KNAPP, INC. 






E. |. du PONT de NEMOURS 


Spend more — where 

there’s more to spend 

*‘Down on the levee’’ today means “mil- 

lions”. A great petroleum, industrial, and 
trochemical empire is booming on the 
anks of the Mississippi. 

Here is the fastest growing industrial area 

in America! 

Cash registers are singing in Baton Rouge, 

because there is ready money to buy all of 

the varied products of America’s adver- 

tisers! WBRZ-TYV is the key to more sales 

at lower cost because .. . 


“Onty ic Sunshine reaches more homes 
aa 
in this BILLION DOLLAR MARKETI" 


WBRZ~2 


BATON ROUGE. LOUISIANA 

Tower: 1001 ft. Power: 100,000 watts 
NBC-ABC 

Represented by Hollingbery 








RE UE Rate A a 








Letters (Continued from page 15) 


year, in May or June, that Lestoil ad- 
vertising appeared in Maine, northern 
New Hampshire and Vermont. 

We are quite proud of the fact that 
WMUR-TV was selected as the test sta- 
tion for this first outside market. We 
are even prouder that we met the test 
and successfully introduced Lestoil to 
this area, and thereby established a 
firm foundation for Lestoil’s future 
advancement, market by market, 
throughout New England and subse- 
quently to more distant areas ... . 


Gorpon E. Moore 
Sales Manager 
wMuR-Tv Manchester-Boston 


Note: We are sorry, Mr. Moore, that the in- 
formation we received did not give proper 
emphasis to the part played by wMur-Tv in 
establishing Lestoil in northern New Eng- 
land, and glad you agree that the success of 
the product is a tremendous vote of con- 
fidence in television as a medium. 


Ears Too Good? 
Re Adman Schaffner’s annoyance 
with tv’s audio (TV AGE, Oct. 7, page 


17, “A Criticism of Tv Technique”), | 
here’s a hunch: would a checkup on | 
Schaffner’s auditory acuity reveal he | 
hears clearly through a wider fre- | 
quency range than ordinary folks? If | 
he hears to 16,000 or 18,000 cycles, | 
it’s no wonder that other people (many | 
of whom hear only 6,000 to 7,000!) 
don’t understand his objection. 


Murray CARPENTER 
w-Two Bangor | 


Sequel from Schaffner 
I hope my letter reaches the right | 
ears . . . My guess is, however, that | 
the comments, if any, will be in dis- 
agreement... . | 
CLAUDE SCHAFFNER 
Claude Schaffner Adv. | 


New Haven, Conn. | 


More on Geyer 
I want to express my appreciation of 
the splendid article on Geyer Adver- | 
tising in your Sept. 23rd issue of 
TELEVISION AGE. Everyone I’ve talked 
with in our shop thinks it a really 
(Continued on page 19) 








ABC AFFILIATE CHANNEL 2 
TRANSCONTINENT TELEVISION CORPORATION 
Peters, Griffin, Woodward, Inc. 








No matter how 
you slice it! 














Rochester, New York 
Area 13 Counties 


27.4% MORE DAYTIME 
CIRCULATION * 


* Homes Reached Daily Average 
Neilson #2 Spring 1956 


than the other Rochester Channel 
Whether interested in Market Coverage, 


Daytime Circulation or Nightime Circulation, 
we frankly don’t know. Choose whatever 
yardstick you wish . . . pick your method and 
you'll find it stacks up for WROC-TV. 

WROC-TV and only WROC-TV can guarantee 
maximum circulation throughout the Roch- 
ester AREA. 


WROC-TVcuaxnex 5 


A Transcontinent Television Corporation Station 
Represented Nationally By 
PETERS, GRIFFIN, WOODWARD TELEVISION SALES 








CAMART TIGHTWIND ADAPTER 

@ Eliminate CINCHING OR ABRAS- 
IONS 

e WINDS film smoothly—NO HOLDING 

@ Fits any 16 or 35mm rewinds 

@ Only tightwind operating on BALL 


BEARING roller. 
$29.00 


e@ With Core adaptor 
$1.40 


Acetone, per quart 


Film Handling gloves, per doz. . . $1.95 





OUR EXPERIENCE IS YOUR KEY TO 


SERVICE & DEPENDABILITY 


ALL FILM HANDLING SUPPLIES IN STOCK 
per gal. 


Ethyloid Film Cement, pint . . . $1.80 Galco Filmeter stop watch, Swiss jew- 
elled movement. Measures equivalent 
footage for 16mm & 35mm film. $29.50 





ECCOFFILM CLEANER 


CLEANS * LUBRICATES * 
PREVENTS DUST STATIC 


Ecco #1500 Speedroll Applicator—An 
efficient time saving method for cleaning 


films. $29.50 


Ecco No. 1500 Clean- 


ing fluid per gal. $9.60 
Ecco No. 2000 Negative 
Cleaning Fluid per gal. $6.50 










$4.50 





we CHMERA MART 





1845 BROADWAY (at 60th St.) NEW YORK 23, N. Y.+ Plaza 7-6977 + Coble: Comeromo 


November 4, 1957, Television Age 17 








DOMINATION IN DEPTH 


The first study of local television ever made by the 
highly respected ALFRED POLITZ RESEARCH 
CO. reveals that almost everyone watches movies on 
television. 


88% of the 11,420,000 New Yorkers over age 11 watch 
movies on television, and 75% of these viewers feel 
that movies are as enjoyable, or more enjoyable than 
other TV programs. 


Which movie programs do viewers watch? 


Politz studied the five leading television movie programs in New York and found that over a four week period... 


MILLION DOLLAR MOVIE 


REACHES MORE DIFFERENT 


PEOPLE THAN ANY 
OTHER MOVIE PROGRAM 





Million Dollar Movie 7,757,000 
Movie Program A 5,589,000 
Movie Program B 4,630,000 
Movie Program C 3,681,000 
Movie Program D 3,218,000 


Which movie program has the best movies? 


MORE PEOPLE BELIEVE 
THAT MILLION DOLLAR MOVIE 


SUS 


ON TELEVISION 





Politz also studied the scheduling of TV movies in 
order to determine if viewers find these programs con- 
venient to watch. Million Dollar Movie topped the other 
movie programs with 82.5% of all viewers reporting 
that if there is a particular movie they want to see they 
find it convenient to watch on Million Dollar Movie. 


%o of all Movie Viewers in 4-weeks 





Million Dollar Movie 44.8% 
Movie Program A 19.8% 
Movie Program B 13.5% 
Movie Program C 10.7% 
Movie Program D 5.1% 


A breakdown of movie viewers by categories such as 
income level, age level, residence, reveals that over a 
4-week period Million Dollar Movie reaches more people 
in every single category than any other television movie 
program! This is truly do»zination in Depth. 








You can get the full details of the Politz Study from WOR-TV’s 
booklet: “N.Y. TV’s 10 MILLION MOVIE VIEWERS” 


For your copy write: William P. Dix 
WOR-TYV, 1440 Broadway, N.Y. 18,N.Y 











1 4 i a y A Division of 
Rell RKO Teleradio Pictures, Inc. 
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Letters (Continued from page 17) 
outstanding job. Comments from out- 
side were not only praiseworthy, but 
meaningful. Thanks for . . . a singu- 
larly accurate portrayal of many ideas, 
ideals and procedures that motivate 

us at Geyer. 

Ray J. MAvER 
Vice President and 
Assistant Creative Director 


Geyer Advertising, N. Y. C. 


Please send me the article “Sales 
Soar for Geyer Clients” which ap- 
peared in the Sept. 23 
TELEVISION AGE. 


issue of 


Rosert E. SMITH 
Grubb & Petersen 
Champaign, Ill. 


Auto Dealers Reprint 

In your issue of Sept. 9 you had an 
article entitled “Automobile Dealers”. 
In discussing your article with the 
owner of Car City Inc., it was felt that 
this article would prove of great inter- 
est to him. I would consider it a per- 
sonal favor if you would send a copy 





of the magazine to Mr. Milt Weiner, 
Car City, 3229 Pulaski Highway. 

CLAUDE GERARD 

Executive Vice President 

Azrael Advertising Co. 


Note: Copy of the “Auto Dealers” success 
story reprint have been sent to Mr. Weiner. 


Co-op List 

The listing of “Tv Co-op Advertisers 
in the U.S.” that appeared in the 
October 7th issue of TELEVISION AGE 
is certainly an extremely worthwhile 
sales tool. May I please have six re- 

prints of the list. 
Davin ABBOTT 
National Commercial Manager 
WHDH-TV Boston 


I would appreciate your sending me 
at your convenience a few copies of the 
reprint entitled “Co-op Advertising 
and Tv”. 

Tep BaILLie 
Account Executive 
C. B. Juneau Adv. 

Beverly Hills, Calif. 


Note: Reprints of the article “Growing Co- 
op” which appeared in the Oct. 7 issue of 
TV AGE are now available. 





Improve Film Titles Ediola Action Viewer 


with 







Greatest Dollar for 
Dollar Value 
in its field! 


The first sensibly priced 
HOT PRESS TITLE 
MACHINE for high 
quality, fast dry letter- 
ing—the answer to econ- 
omy and precision ac- 
curacy in film titling. 
Prints dry from colored foil for instant use. 
Acme pegs assure perfect registration on paper 
or acetate cells. Prints all colors. This versatile 
Hot Press will produce titles in any language— 
main titles, subtitles, trailer titles, TV commer- 
cials, slide films, super-imposed subtitles, shadow 
and third dimensional effects, etc. These may 
be applied to any kind of art, scenic or live 
action background, including photographs. 


ONLY $435 with improved heating control 
Write for brochure 


TEL-Animaprint 





5.0.5. CINEMA SUPPLY CORP. 


and Sound Reader 


, 
& 
j 





Available for Immediate Delivery! 

Professional Ediola 16mm Action Viewer 
that projects big, clear aerial image—operates 
left to right—roller smooth action eliminates 
film scratching and damage to sprocket holes— 
built-in cue marking device — humfree ampli- 
fication—synchronized with Precision Sound 
Readers on Special Base or may be separated 
for individual use. 


$.0.S. Ediola Action Viewer $139.95 
$.0.S. Optical Sound Reader $185.00 
$.0.S. Viewer Sound Reader and Base $362.45 
$.0.S. Ediola Base only $ 49.50 


Write for brochure 





Dept. N, 602 WEST 52nd St., NEW YORK 19, N.Y.—P! 
Western Branch: 6331 Hollywood Boulevard, Hollywood 28, Calif. — Pt 





—— ee er Orr 


\ 





{ ‘ 
| TERRE HAUTE, | 
| Indiana's 2nd Largest ! 
i 1 
! TV Market 
\ 
Ssang eeteee / 
i} 
251,970 
TV Homes 


BOLLING CO. 
NEW Yor K 
c nit 


§.0.$. Junior Tripod 


For Top Performance 





WTHI-TV 


cA GO 


Vastly 
Improved 
over 
any 
tripod 
in its 
class! 





For all types of medium weight cameras 


Outside, knurled camera tightening knob 
with angle gears e Telescoping, offset tri- 
pod handle with second handle position ¢ 
Positive pan and tilt locks, with large 
tightening levers @ Detachable, precision 
machined friction plate @ One-piece leg 
locking knobs for quick adjustments, even 
tension @ Aluminum leg supports with leg 
rest ledge—aluminum leg bearings e Extra 
smooth friction head—guaranteed for 5 
years @ Seasoned, solid hardwood legs, oil 
treated and polished—will not stick. 


ONLY $145 sturay Fibre Carrying Case $18 


Write for brochure 


PL 7-0440. SOSound 


7.9194 


71-2124 
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ZIV voes ir AGAIN! METERS. 


a 
Se 


sicelaalate| 


LLOYD 
BRIDGE! 


As ex-Navy frogman MIKE NELSON.. 
_ daring underwater criminologist 




















\ 







eat FHCMLD SORES 


ON LAND; ON SEA AND 
UNDER THE SEA! 
DY-Y-Yort-Yo MD gelled MmOlitel-TasZeli- 1m bilal iy 
Mystery! Romance! Excitement! 
Ziv's thrilling TV innovation is a 
Mitelitice ME CcMel-VMilleliMaclililc ns Zola: h 
of-mouth publicity...sales results! 

UN ite MIM Ma-toleh AaioMelUlellileli mile) va. 











FOR THE FIRST TIME 
Complete 
CBS-TV service 
in the 
Peoria Major Market 


ae 


‘@) 7 
C “2. Market 


More than 25 new CBS-TV programs will be seen by the 
187,000 television homes in the Peoriarea. For top net- 
work adjacencies and the best in news, sports and feature 


program availabilities . . . contact 


ROBERT M. RILEY, Director of Sales 
or 
PETERS, GRIFFIN, WOODWARD, INC. 


National Representatives 
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Business barometer 





Local billings in August took an upward turn, indicating that the summer slump 
ended early this year. 





The Business Barometer shows that local business was up 2.4 per cent in August 
as compared with that in July. 





In 1956 there was an upturn for local in August but 1955 and 1954 both showed 
declines in that month with the first upturn after the dull summer 
period coming in September. 





While the chart on this page indicates the length and depth of the summer drop 
in local billings the actual percentage figures are of interest. 





In 1954 local billings in June were off 4 per cent, in July 7.2 per cent and in 
August 2.2 per cent before 
the upturn in September of 
5.9 per cent. LOCAL BUSINESS 


In 1955 local was off in June by 6.4°" “" *” ” ee 
per cent, in July 2.8 per 
cent and in August 1.9 per 
cent before the September 
upturn, which was 9.9 per 
cent. 














In 1956 June was off 9.1 per cent 
for local and 5.8 per cent 
for July but gained in 
August 3.9 per cent and 
again in September 5.1 per ae 
cent. 








1954-55 

This year the record has been a de- 

cline of 7.8 per cent in 

June, a 5.7 per cent drop in 

July and now the August 

upturn of 2.4 per cent which 

should be followed by a gain 

again in September. 














Looking at the comparative volume of 
local business by station 
size indicates a few interesting comparisons. Smallest stations, those 
with billings of $500,000 or under, were considerably under the national 
average in August billings. 


Stations with slightly larger billings, between $500,000 and $1 million, were 
very near the national averages, even slightly above in some instances. 














Next larger stations, those with billings between $1 and $2 millions, showed 
considerable difference between stations with some far ahead of the 
averages and others far below. The typical station in this class, how- 
ever, was ahead of the national figure. 





Stations with billings between $2 and $4 millions also varied within the group 
but were generally close to the averages for all stations. 





¢ 
Largest outlets, those with billings over $4 million, were generaly ahead of the 
national averages, in some cases more than doubling that figure. 





The copyrighted Business Barometer has been conducted since 1953 with the co- 
operation of a selected group of commercial stations and of Dun & 
Bradstreet. 





The report for spot billings for August will appear in the November 18 issue of 
the magazine. 
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DAYTIME | NIGHTTIME 





WSAZ-TV WSAZ-TV 


DELIVERS 1000 HOMES DELIVERS 1000 HOMES 
BETWEEN 9 AND 5 PM BETWEEN 7:30 AND 10:30 PM 


FOR $1.31 FOR $1.30 


The Second Station’s Cost per Thousand Homes is $1.96 BRL CHINN CLCIIS RIS a Tam LTRS TRUER VRE 
50% Higher 84% Higher 


The Third Station’s Cost per Thousand Homes is $8.49 BRRUCMITICINC\CIAM RIN at am OIE UTR LSM ER SIC 0 
584% Higher 317% Higher 


AND AND @auiliI 


WSAZ.-TV delivers £0), | =ea tality emule 
total homes thrnmssaimelatcs 


HUNTINGTON-CH:NES-3 fe). Ba cst 
COMBI IS» 


Source: June, 1957 ARB 
All figures based on 260-time frequency 





‘ - ss ‘= l 
HUNTINGTON-CHARLESTON, Ww. vA. HUNT NGTON-CHARLESTON VA 
W.3B.Cc. WHTWORE W.B.C. NETWORK 
Affiliated with Radio Statio: A ed w ; 
WSAZ, Huntington 6 WKAZ, Charleston WSAZ. Huntington. 6 WKAZ 
LAWRENCE H. ROGERS, PRESIDENT LAWRENCE H. ROG 
¢. TOM GARTEN, Commercial Manager C TOM GARTEN mme ) ona 
Represented by The Katz Agency Represented by The Katz Agency 
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RCA perfects tape recording of color . . page 25 


McCann-Erickson sets up own ad school . page 27 


Children, adults too, wiser, says Soell . . page 92 


Color Tape 


Extending its color leadership into 
the important tape recording field, 
RCA has just demonstrated its color 
magnetic tape system and announced 
that it is expected prototypes of the 
color video recorder will be in use by 
the first part of next year. The re- 
corder also produces black and white 
effectively. The company expects to 
start making the recorders commer- 
cially by the end of 1958. 

While a price for the recorders has 
not been set, under questioning an 
executive said the company hoped that 
the cost would be “under $100,000.” 
This is approximately twice the price 
of the assembly line Ampex black and 
white recorder which has been in use 
for more than a year. 

The new system was introduced by 
Theodore A. Smith, executive vice 
president for RCA Industrial Electronic 
Products. He called the new system 
“a major engineering achievement of 
incalculable benefit to the economy, 
efficiency and flexibility of color tv 
broadcasting.” 

At a demonstration recordings of 
NBC-TV network color shows were 
transmitted by closed circuit from 
RCA’s Camden studios to an audience 
in the RCA Exhibition Hall in New 
York. Quality of the reproduction was 
excellent, notably better than the kine- 
scope color recordings which are now 
being used by NBC-TV. Scenes were 
shown from dramatic, musical, comedy 
and sports programs. 


DIRECT FROM RECORDER. The 
RCA color recorder receives the signal 
direct from a tv color camera or from 
a microwave relay. It uses two-inch 
tape which moves across the head 
mechanism which records the magnetic 
patterns on the tape at a speed of 15 


inches per second. This is the same 
speed employed in standard sound tape 
recording systems. 

The head mechanism consists of 
four separate tiny reproducing ele- 
ments. These are placed at an equal 
distance from one another on the per- 
imeter of a narrow disc or wheel placed 
at a right angle to the tape. As the disc 
rotates, the four heads pass, one after 
the other, across the two-inch width of 
the tape, as the tape itself moves past. 

The result is a pattern of magnetic 
information stored on the tape in a 
series of tracks extending from one 
edge of the tape to the other, rather 
like the arrangement of rungs in a 
ladder. With this arrangement the tele- 
vision signals are fed to the tape 
through the head that is in contact 
with the tape at any given instant. As 
the head approaches the bottom edge, 
the signals are also fed onto the tape 
through the next head as it begins its 
sweep from top to bottom of the tape 
so that there is a slight overlapping to 
insure recording of all of the pictures. 
In playback which can follow imme- 
diately after recording, the process is 
simply reversed so that the head picks 
up the color program information 
stored on the tape. All of this occurs 
at extremely high speeds. 


STORES 64 MINUTES. In the proto- 
type, which was used for the RCA 
demonstration, reels of magnetic tape 
capable of storing 64 minutes of pro- 
gramming were used. These programs 
can be stored indefinitely, played back 
immediately, as mentioned above, or 
erased and the film reused for new 
programs. 

While the system is necessarily much 
more complex than the system used by 
Ampex for its black and white re- 
corders, it is similar in that it uses the 
same type of tape, the same speed and 


uve Mewstfront 





Theodore A. Smith (l.), executive vice 


president RCA Industrial Electronic 
Products, and Dr. George H. Brown, 
chief engineer of industrial electronics, 
examine a role of the magnetic tape 
used in the new color recorder an- 


nounced by RCA. 


all standards are compatible. 
Advantages claimed for the system 
include: greater economy and impact 
in pre-programming, making it pos- 
sible to assemble guest stars and dra- 
matic and musical casts at the most 
convenient and economical times to 
pre-record programs; and improved 
programming and picture quality for 
viewers because of the appreciable su- 
periority in quality to kinescope. 


Popularity Poll 


Those animated beer salesmen, the 
Hamm northland animals and the Piel 
Brothers, were once again one-two in 
the American Research Bureau’s 
monthly popularity poll. 

The current poll, conducted during 
September, is the fifth consecutive 
time that the Hamm commercials have 
ranked number one. As during past 
months, Piels is second and Dodge 
hangs on in third. 

During ARB’s regular diary check 
of viewers across the country, they 
are asked to write in their favorite 
commercial. Piels and Hamm are, of 
course, regional advertisers and there- 
fore pull votes from a smaller area. 

September had two new entries: 
Chrysler and Pillsbury in 10th and 
14th place, respectively. General Elec- 
tric was a returnee, having appeared 
last in ARB’s May °57 survey. 

Quite a few moved up in rank. 

(Continued on page 27) 
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HOW TO GET OFF THE GROUND IN CHICAGO. 


WGN-TV gained altitude the first month 
they programmed Bugs Bunny and his 
Warner Bros. cartoon friends. From a 
sea-level 1.4 ARB rating in August, before 
Bugs, they soared 733% to the compara- 
| tive heights of a 10 average, for the same 
| time period, 6-6:30 PM, Monday-Friday. 
And that’s only the first Bugs Bunny rat- 
ing. To get your programming off the 
ground—and to elevate ratings and sales 
in your area — program these Warner 
Bros. cartoons yourself. For details, 


ge: 
Cl. -- 
wire 2 


Distributors for Associated Artists Productions Corp. 
345 Madison Ave., MUrray Hill 6-2323 NEW YORK 
75 E. Wacker Dr., DEarborn 2-2030 CHICAGO 
1511 Bryan St., Riverside 7-8553 DALLAS 
9110 Sunset Blod., CRestview 6-5886 LOS ANGELES 

















News (Continued from page 25) 


Chesterfield went from 17 to 14; Ford 
from 18 to seven; Winston from 11 
to four; Schlitz from seven to five; 
Kraft from 12 to nine; Snowdrift from 
12 to 10; Budweiser from 22 to 19, 
and National Bohemian from 22 to 18. 


BEST-LIKED COMMERCIALS 


Based on ARB’s National Diary Sample, 
September 7-13 


Yo Men- 
Standing Agency tion 
1. Hamm’s Beer, Campbell-Mithun 9.5 
2. Piel’s Beer, Young & Rubicam 68 
S. Distt, SOR a oka ew oe eric 5.7 
4. Winston, Wm. Esty .......... . §5 
5. Schlitz, J. Walter Thompson ..... 3.0 
6. Alka Seltzer, Geoffrey Wade ..... 2.9 
7. Ford, J. Walter Thompson ...... 2.1 
8. Ballantine, Wm. Esty ............ 18 
9. Kraft, J. Walter Thompson; Foote, 
Cone & Belding; Needham, Louis 
Re err ee ar dj 
10. Chrysler, McCann-Erickson . me 
10. General Electric, BBDO; Young & 
ee Pes Lee Sere ee 15 
10. Revlon, BBDO; Norman, Craig & 
Kummel; Ehlrich, Neuwirth & 
Sobo; C. J. La Roche; Dowd, 
Redfield & Johnstone ...... 15 
10. Snowdrift, Fitzgerald Adv. ....... 1.5 
14. Chesterfield, McCann-Erickson .... 1.4 
14. Pillsbury, Campbell-Mithun; Leo 
eee to ao apeners ~<a 
16. Falstaff, Dancer-Fitzgerald-Sample 1.3 
17. Zest, Benton & Bowles ...... 1.2 
18. National Bohemian, W. B. Doner .. 1.1 
19. Budweiser, D’Arcy ...... ee | 
19. Ivory, Compton ... eri toe 1.0 
19. Plymouth, Ayer .. Gukeee ke 1.0 


Workshop 


McCann-Erickson announces _ the 
opening of a Marketing Communica- 
tions Workshop. In more communica- 
tive terms, the workshop could be 
called an ad school for McCann-Erick- 
son employes here and abroad. 

Director of the workshop is Albert 
W. Sherer, vice president of the agency 
and a member of the board of trustees, 
University 6f Chicago. 

The workshop will have three func- 
tions: regularly scheduled studies in 
marketing for executives; lectures and 
discussions for all divisions, both do- 
mestic and foreign; and training pro- 
grams for new employes. 

Agency president Marion Harper 
Jr. says, “We are in a business of 
innovation. To be good at it, we should 
keep alive a trainee’s ambition to learn 
—and remain trainees until we retire. 

“This idea of training at McCann- 





MARION HARPER 
.. + keep alive . .. ambition to learn... 


Erickson—of seeing that our people 
develop and grow—is not new. The 
workshop is a culmination of a process 
I saw begin in 1938 when I joined 
McCann-Erickson—the third of its 
initial on-the-job trainees. During the 
war, plans were somewhat curtailed, 
but our Continuing Clinic of Agency 
Operations, started in 1947, gave ter- 
rific impetus to our ambitions. 


REVIEW OF RESULTS. “Just taking 
inventory of our training programs 
through the years—reviewing the re- 
sults of the McCann-Erickson Continu- 
ing Clinic of Agency Operations—has 
encouraged us to undertake this larger 
plan in which foreign and domestic 
staff will participate.” 

He says that of the 1,000 men and 
women who have joined the agency in 
the last seven years, more than half 
have taken part in training programs. 
Close to 1,000 employes during the last 
10 years have taken part in the con- 
tinuing clinics. And during the last 





in McCann- 


the exhibits 
Erickson’s Marketing Communications 
Workshop is inspected by employees. 


One of 


year and a half 170 key executives 
have taken part in executive methods 
seminars. These are concerned with 
problem-solving and business 
munication techniques. 

The workshop, which covers the en- 
tire 30th floor at 485 Lexington Ave., 


will house the seminars, clinics and 


com- 


training. 


SUBJECTS. Taking part in the ex- 
ecutive project groups at the workshop 
are employes selected on a rotating 
basis to include specialists in the sub- 
jects under study. Subjects for the 
groups currently include: 

How can the creative forces at the 
agency work best with the manufac- 
turer to help build more arresting and 
effective appeals into products, hence 
into advertising? 

How can the various tools of com- 
munication be integrated most effec- 
tively for an advertiser? 

By what standards should specific 
communications’ budgets be deter- 
mined? 

What is advertising’s comparative 
value in the total “mix” of marketing 
tools? 

How can we reduce the investment 
in advertising to a non-speculative 
basis? 

There’s a follow-up on the discus- 
sions. For instance, once advertising is 
separated from the mix of marketing 
tools, a written report is made with 
findings and recommendations. This 
know-how will be spread over the 
workshop’s other two programs and 
will be made available for training 
programs in regional offices. It will 
also be distributed to clients, schools 
and ad clubs and will be translated for 
distribution abroad. 


400 TAKE PART YEARLY. The 
workshop’s second program will have 
some 400 executives a year taking part 
in lectures and seminars. In the new 
employes’ training program, 170 are 
now receiving special instruction. 
Apprentices and trainees will be as- 
signed a senior advisor to help with 
special projects. 
Physically, the 
covers 10,000 square feet, is divided 


workshop, which 
into conference rooms and exhibits. To 
study plans board conferences in ac- 
tion, earphones and one-way glass are 


(continued on page 92) 


November 4, 1957, Television Age 














we 


*IN THE 75-COUNTY PIEDMONT NORTH CAROLINA AND VIRGINIA MARKET REACHED BY WSJS-TV 


CALL HEADLEY-REED FOR THE BIGGEST, RICHEST MARKET IN THE SOUTHEAST 
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Billion-dollar 


whipping boy 


Tv programs themselves often refute charges made by industry’s critics 


s if growing up weren't difficult enough in 
| ah the rearing of that precocious ten- 
year-old, television, has been stridently accom- 
panied by a Greek chorus of Dutch uncles whose 
admonitions have been far more unjustifiably 
critical than helpfully kind. And at no point in 
television’s development have so many of these 
voices been raised in such a crescendo of cacopho- 
nous carping as lately. 

A learned—and loquacious—member of the 
bicameral legislative body of these United States 
deplores today’s video programming as “the rape 
of the airwaves” and calls for “television of 
taste and integrity . . . television that is exciting, 


provocative and vibrant.” 

A successful (thanks to television) writer de- 
claims that “almost any current problem” is 
taboo for a television script because it smacks of 
controversy, and, ergo, “the only thing left to 
write about is the American Indian.” 

An equally successful (ditto thanks) scripter 
is quoted by the theatrical trade press as finding 
television broadcasters “not interested in putting 
out anything good.” 

A prominent author-educator-consultant opines 
that “television stands indicted for betraying its 
conscience and corrupting our values” and takes 
exception “to the way it is abdicating the respon- 
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sibility which inescapably goes with its 
power.” 

A distinguished Pulitzer Prize play- 
wright charges television with too 
much “childish stuff.” 

An eminent commentator on socio- 
logical mores comments in the public 
prints on a “true bill, whose main 
indictment is that television is mostly 
trash. Of course it is . . .” 

And so it goes in a continuing field 
day of tv flagellation. The let’s-casti- 
gate-video act seems, startlingly, to 
have one thing in common with Jimmy 
Durante’s: everybody wants to get 

















Can malpractice of justice 
be depicted on video? 


into it. The cast of characters listed 
above—whose names, in order of ap- 
pearance, are Emanuel Celler, Rod 
Serling, Paddy Chayefsky, Leo Rosten, 
Maxwell Anderson and Alistair Cooke 
—is surrounded by an ever-growing 
number of supporting players-on-the- 
same-theme. 

In a speech at the opening fall 
luncheon of the New York chapter of 
the Academy of Television Arts and 
Sciences some six weeks ago, Rep. 
Celler, chairman of the powerful 
House Judiciary Committee and no 
novice at Congressional excoriation of 
the television industry, bitterly blasted 
video programming for appealing to 
“the lowest common denominator” and 
for avoiding risk and encouraging 
conformity. 

Quoth the Congressman (evermore) : 
“The grubbing for gold at the end of 
the television spectrum has reduced 
the viewing public to a static symbol 
of an earthenware pitcher, passively 
submitting to the trite and the vulgar 
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being poured down its wide-open gul- 
let... 

“The artist is being pummeled into 
conformity, the singer, the actor, the 
writer, the composer are compelled to 
strip themselves of their God-given 
individuality and imitate. The goal is 
not the integrity of performance, but 
the clink of coin into the sponsor’s 
coffers, the smell of the green bill.” 

Demanding “exciting, provocative 
and vibrant” tv, the gentleman from 
New York told his listeners, “I don’t 
like what television feeds me, and my 
name is legion—that is to say, mil- 
lions of Americans know with me that 
the viewers of America have more 
sense, more sensibility, more sensitiv- 
ity, more perception, more intelligence 
and better judgment than the masters 
of television programming and tele- 
vision advertising believe. You can’t 
tell me we don’t have the talent, the 
imagination and the brains for adult 
television fare.” 

Industryites who comprised Mr. Cel- 
ler’s audience were in agreement that 
his generalizations might have carried 
greater conviction and impact if he 
had shown a more detailed awareness 
of what he was talking about. Unfor- 
tunately for the point he was endeav- 
oring to make, the Congressman pulled 
a king-sized booboo when, in reply to 
a question, he complained that ratings 
had driven some of his favorite pro- 
grams off the air and then cited 
Robert Montgomery Presents and Play- 
house 90 as examples. 

To set the record—and Rep. Celler 
—straight, Hubbell Robinson Jr., 
CBS-TV executive vice president for 
programming, dryly assured the legis- 
lator that Playhouse 90 had still been 
very much on the air when he left 

















Must the police perennially 
appear in a good light? 


his office to attend the lunch. 

Appearing recently on Nightbeat, 
the wasp New York interview pro- 
gram which was the genesis of 
ABC.-TV’s The Mike Wallace Interview, 
Rod Serling, considered by some as 
the top scripting talent uncovered and 
nurtured by television, lamented that 
commercial tv programs won’t buy a 
script which has the “faintest aura of 
controversy” about it and insisted that 
the television writer is constantly 
“hamstrung” by “taboos and imposed 
dogmas” that emanate from the spon- 
sor. 

“Anything remotely controversial,” 
said Mr. Serling, “cannot be touched 
upon by the tv dramatic writer.” To 
prove this, the author of Patterns and 
Requiem for a Heavyweight offered in 
evidence two of his own teleplays 
which, in the opinion of those familiar 
with both scripts, are as explosively, 
rather than remotely, controversial as 
they can get. 

One of these, Noon on Doomsday, 
based on the Emmet Till murder case, 
was presented by the United States 
Steel Hour over CBS-TV after, accord- 
ing to Mr. Serling, pressure to change 
the locale and characters had come 
from the sponsor, who had received 
telegrams of protest from white citi- 
zens councils in the south, threaten- 
ing a boycott of all U.S. Steel products. 

Trade observers, balancing Mr. Ser- 
ling’s plaint against the purported 
reason for sponsor “pressure” in*this 
instance, can not help wondering 
whether he would have felt the same 
about such “unreasonable” pressure 
if, in addition to the script’s author, 
he were also one of U. S. Steel’s 
larger stockholders. 

The second Serling opus proffered 
by its creator as proof of sponsor 
“taboos” is an untitled script about 
Mexicans living in the southwest which 
was allegedly accepted by Playhouse 
90 and then subsequently thumbed 
down by sponsors of the program. Ac- 
cording to impartial observers at CBS, 
this play is loaded with far more 
dynamite than even the original ver- 
sion of Noon on Doomsday in its 
treatment of that touchiest of all sub- 
jects, racial prejudice. 

Television stands indicted “for be- 
traying its conscience and corrupting 
our values” in a sadly reproachful 
article by Leo Rosten in the October 
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issue of Harper's Magazine. Mr. Ros- 
ten is a special editorial adviser for 
Look magazine, a Ph.D. in political 
science, wartime deputy director of 
the OWI, the author of 15 motion pic- 
tures, a former teacher at Yale, fac- 
ulty associate at Columbia University, 
winner of the 1955 George Polk Me- 
morial Award, a writer of books on 
Hollywood and Washington and the 
author of The Education of H*Y*- 
M* A* N K* A* P* L* A* N, written 
under the pen name of Leonard Q. 
Ross. 

Mr. Rosten also, by his own admis- 
sion in Harper’s, loves hot dogs, base- 
ball and Mother’s Day, is transported 
by Gary Cooper’s movies, Willie Mays’ 
artistry and Art Carney’s comedy, 
considers Dwight D. Eisenhower as 
honorable a man as was ever sen- 
tenced to be President, finds Yogi 
Berra more edifying than Jean-Paul 
Sartre and still likes Winstons, like 
a writer should. 

These facts are set down by Mr. 
Rosten in his piece because “I want 
to make sure that the remarks which 
follow will not be mistaken for the 
complaints of a bleeding heart or an 
egghead.” 

Having thus established what he is 

















Are scripts with daring and 
good red meat taboo? 


to the way it is abdicating the re- 
sponsibility which inescapably goes 
with its power.” 

Denying that his evidence is culled 
from the writings of John Crosby or 
Gilbert Seldes, “kindly and avuncular 
types who try to teach television how 
to enhance its prestige by recovering 
its self-respect,” author Rosten rests 
his case on “an experience with nine 
distinguished television producers, who 
labor to feed a medium that is raven- 
ous for new material.” 

Since no one can relate an exper- 


cent men who were getting a raw deal. 

“The stories were from 
450 entries in a nationwide contest, by 
an illustrious panel of judges: Gen. 
William F. Dean, hero of Korea; Most 
Reverend John J. Wright, Catholic 
Bishop of Worcester, Mass.; The Right 
Reverend Henry Knox Sherrill, Pre- 
siding Bishop, Protestant Episcopal 
Church; Henry L. Nunn, retired pres- 
ident, Nunn-Bush Shoe Co.; Judge 
Sam Rosenman; Mildred McAfee Hor- 
former president of Wellesley 
College, and James Carey, president 
of the International Union of Electri- 
cal Workers. 

“These unpaid judges awarded 13 
prizes, from $5,000 to $100 each, plus 
equal sums to the charitable, patriotic 


selected, 


ton, 


or religious organization each winner 
chose. The contest was called the 
Traditions Project. The 
prizes were endowed by the Fund for 


American 


the Republic. The winners were an- 
nounced at an elegant dinner in Wash- 
ington before 500 guests—including 
Speaker Sam Rayburn and 16 mem- 
bers of the Senate and House of Rep- 
resentatives, who bestowed the cachet 
of their presence on the contest and 
the winners. 


“On behalf of the American Tradi- 





























Are all subjects except the American Indian ten-foot-poleaxed on television programs? 


not, Mr. Rosten explains that he does 
not mean “to cast the smallest sour 
grape at such programs, adored by 
the masses, as Dragnet, | Love Lucy 
or Disneyland. Each, within its genre, 
is masterly. Nor do I impugn the high 
purpose of a See It Now or an Air 
Power, or the admirable dramaturgy 
of a Requiem for a Heavyweight.” 
Instead, Mr. Rosten addresses his 
remarks “to what television is not 
showing us; to what it is not trying; 


ience better than the one who went 
through it, here, in his own words, is 
Mr. Rosten’s: “I offered each of these 
producers 16 stories. Each of the 
stories is true. The names are real. 
The facts are documented. They ap- 
peared as legitimate news in impec- 
cable newspapers. The heroes are real 
men and women who, in the finest 
American tradition and for reasons no 
more complicated than simple decency, 
went to considerable risk to help inno- 


tions Project, which I served as con- 
sultant, | submitted the winning stor- 
ies to television producers. | think | 
have done enough work in movies to 
recognize a story with mass appeal 
when I see one—and each of these 
seemed to have everything: dramatic 
conflict, human interest and an ‘up- 
beat’ Moreover, 
themselves admirably to 15-minute, 30- 
minute or 60-minute treatment. None 


ending. they lent 
(Continued on page 89) 
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They never lost a client 
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With billings 
nearing $100 million 
Ted Bates points proudly | 


to 17-year record 


Richard Pinkham 
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he president of Ted Bates & Co., 

William H. Kearns, declares an 
agency advertising fundamental with 
reverse English: 

“We could not be further away 
than we are from the advocates of 
the eye patch, men on white horses 
and other fads and fetishes which call 
attention to the advertisement at the 
expense of selling the product.” 

This two-eyed vision sans horse 
play has left the Bates agency office 
walls bereft of the framed medals, 
ribbons and certificates that are 
handed out in advertising competitions. 
All they have to frame is a list of 13 
highly satisfied clients. 

And all of the agency’s 130 pack- 
aged soft goods could easily be stuffed 
into a Hathaway shirt, give or take a 
loaf of Wonder bread. Laid end to 
end, they fill three bookshelves in 
the president’s office. 

In 1941, the agency’s first year of 
operation, there were four products 
on the shelf, Colgate dental cream and 
Palmolive shave cream from Colgate- 
Palmolive-Peet and Continental Bak- 
ing’s Wonder bread and Hostess cup- 
cakes. They were worth about $5 
million in billings. 

The 130 products that are there 
now, including the original four, will 
bill slightly more than $100 million 
this year. 

The agency’s founder, Theadore L. 
Bates, who is now honorary chairman 
of the board, was with Benton & 
Bowles. He formed his agency with a 
cadre of department heads from that 
agency. There were about 75 em- 
ployes. There are now 750, a ten-fold 
increase. 

Except for two years during World 
War II, the agency’s growth has been 
constant. Material shortages accounted 
for the war time dip in billings. Col- 
gate, for instance, was unable to get 
sufficient metal for its toothpaste tubes. 

There was a steady growth from 
1945 to 1952. Then, with the agency 
firmly implanted in the newest medi- 
um, the billings curve soared. 

Of the $100 million the agency will 
place this year, 70 per cent will go 
into the electronic media. Trade re- 
ports last year placed Bates in ninth 
place among all agencies in total do- 
mestic billings, fifth place in broadcast 
billings, and number one in spot tv. 










All this has happened with a roster 
of only 13 clients. 

“We've been extremely fortunate in 
the kind of clients we have been able 
to attract,” says the president. “Prob- 
ably the most remarkable thing about 
the Bates agency is that we have never 
lost a client to another agency. We are 
quite sure—to borrow a phrase from 
advertising —that no other major 
agency can make that statement.” 

He pins the Bates good luck on a 
list of “very good reasons” for client 
staying power: 

1. Bates is known throughout the 
industry as a copy agency. “We have 
on our creative roster 10 or 12 writers 
who were copy chiefs at other agencies. 
We hire the best copy brains in the 
business. According to studies that 
have been made, a larger portion of 
our gross earnings goes to creative 
services than any agency in the billings 
range.” 


2. Bates staffs its accounts in great 
depth. “Take the ten largest agencies 
in size of billings. Take the number 


























of domestic clients and divide them 
into the number of agency employes. 
You will come up with some startling 
comparisons in the number of people 
an agency is willing to provide for the 
average client.” 

Bates averages 60 employes to each 
account. The average of the other nine 
in the top ten is 25. In the very largest, 
the top four or five, the average is 
18 to 20. 

Says Mr. Kearns, with emphasis, 
“We do not mean to say or imply that 
quantity takes precedence over quality. 


Growth of Agency 
Since 1941 


But, on the other hand, problems of 
tv, the need for skilled marketing staffs, 
and other phases of modern adver- 
tising have made it absolutely neces- 
sary, in our opinion, for a great ex- 
pansion in the number of people 
available to work on the new problems 
of a client which must be solved.” 
Bates stands above any other agency in 
the number of people servicing an 
account. 

3. Client service is strictly central- 
ized. Except for a Hollywood produc- 
tion center for radio and tv, all 
service is done in the New York office. 
The agency feels that branch offices 
are never a true reflection of the home 
office. Branch workers are never close 
enough for day-to-day working con- 
tact, and, says Mr. Kearns, Bates has 
certain unimpeachable principles that 
guide the operation and they need 
constant re-affirmation. “Bates lives 
and breathes certain principles. Per- 
sonnel must constantly be re-indoc- 
trinated. We spend a lot of time doing 
hg 


Even when the agency hires experi- 
enced people from elsewhere, there is 
an extensive period of indoctrination. 
“All must go to boot camp when they 
come here.” 

4. The Bates copy research pro- 
gram, an annual study that covers all 
48 states and more than 700 carefully 
selected counties, is probably the most 
extensive and expensive in the busi- 
ness. And Bates picks up the bill. 

Prime among the Bates living, 
breathing principles, or fundamentals, 
is the dogma that bypasses white 
horses and patches. 
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CBS-TV Have Gun for Whitehall Phar- 


macal. 


“We do not consider, in fact, vehe- 
mently deny, that advertising is an 
end in itself,” says Mr. Kearns. “We 
do not, never have and never will, 
prepare ads for our clients in order to 

| win prizes in advertising competitions. 
We do not believe in advertising that 
calls attention to the advertising. We 
believe in advertising that calls at- 
tention to the product or service. . . . 
So many writers, so many creative 
people, are in love with the looks of 
their ads, or the sound of their own 


words. There is great straining for the 
super-clever. We claim this is self- 
defeating.” 

The method employed to whittle 
agency creative lights down to the 





Brown & Williamson back the Line Up’s Anderson and Tully. 


fundamental outlook is sometimes re- 
ferred to as “Dr.” Reeves’ short course. 
It can last from two weeks to a year. 
The instructor is Rosser Reeves, chair- 
man of the board and for many years 
the agency’s creative chief. 

Rosser Reeves is the man who a 
couple of years ago gave the world a 
demonstration of his salesmanship. An 
avid chess fan, he organized a U. S. 
chess team and lined up an _inter- 
national match with the Russians. In 
Moscow, with a pretournament speech, 
he had an audience of thousands 
wildly cheering some straightforward 
talk on amity and sportsmanship. The 
U. S. team was clobbered, except for 
a little man from the Bronx named 
Sam Reshevsky who won at the top 
board. But the Reeves pitch was a 
brilliancy of diplomacy. 

Mr. Reeves was also the strategist 
behind the Republican’s spot campaign 
of 1952. With trouble predicted for 
Eisenhower in several localities, the 
Bates creative director put the candi- 
date on film and plugged the danger 
areas with saturation spots. The 
trouble-shooting campaign is credited 
with having strengthened the Repub- 
lican vote considerably in the weak 
areas. 

Which all turns up another Bates’ 
fundamental: All business is local. 
“It’s very trite but very true,” says 
Mr. Kearns. “It’s one reason why 


Bates is the largest placer of spot tv 
in the business. All of our clients have 
many, many localized problems which 
must be met with local solutions. Even 
with nationally distributed package 
goods one finds enormous differences 
in distribution, localized competition, 
consumer acceptance and many other 
factors.” 

To get at the root of local prob- 
lems, the agency has for years studied 
problems of clients on a market-by- 
market basis. “We have, consequently, 
evolved some extraordinarily efficient 
methods of buying advertising.” 

This close auditing of the local 
market is the reflection of another 
Bates’ fundamental: “The client has 
a right to know exactly—as exactly as 
possible—what he is getting for his 
advertising dollar.” 

The Bates National Annual Pene- 
tration Study is, the agency believes, 
the largest consumer study ever un- 
dertaken. Interviewers in the 700 
cross-section counties conduct depth 
studies of thousands of consumers. 
Interviews generally last two hours. 

The interviews measure the impact 
of a client’s ad message, and the 
impact of the competition’s adver- 
tising. Disclosed are the degrees of 
penetration of principal copy points. 
The studies go a step further. They 
show the effect of sales messages in 
terms of actual purpose. This two- 








"SSS a me eS 








































dimensional picture shows how many 
are aware of the message, and what 
the sales pull of the copy is once the 
message is implanted in the mind. 

The copy testing program was first 
attempted in 1944. It has developed 
gradually since then under guidance of 
Clifford Parsells, senior vice president 
and head of the Bates research depart- 
ment. As it now stands, the analysis 
of survey returns takes many, many 
people most of the working days in 
a year. 

Mr. Kearns warns that the penetra- 
tion study is in no way motivation re- 
search. It measures the penetration of 
the selling message. 

In its time, the survey has turned 
up some amazing findings. Once re- 
searchers were sent to two test markets 
to find out why a special spot com- 
mercial in the early days of tv had 
boosted sales of a product from well 
below the national average sales to well 
above. They discovered that viewers 
were not getting the intended copy 
message. But the totally different mes- 
sage that they were getting—which the 
agency had neither written nor in- 
tended—was accounting for the vast 


increase in sales. 

“This taught us an important lesson 
concerning tv,” says Mr. Kearns. “We 
learned that the picture on the screen 
can sometimes ‘override’ the audio 
and change the meaning of the entire 
commercial.” 

It’s been some years since Bates 
has misinterpreted the sales potential 
of its own copy. Commercials are 
now checked fore and aft. The Bates 
Copy Laboratory is a large store in 
Jamaica, Long Island, converted into 
a theatre that seats about 75 people. 
The theatre is on a high-traffic street 
in this typical suburban community. 
Shoppers, who are now thoroughly 
familiar with the theatre, come in off 
the street and take a break of an hour 
or so to watch an entertaining film 
for free. 

They also watch a commercial. It 
may be a Bates’ commercial, it may 
be one from the competition. The 
commercial is shown before the hour’s 
entertainment. When the show is over, 
interviewers query the audience, with 
casual questioning, and get a reading 
on the commercial’s pulling power. 


(Continued on page 42) 








American Chicle ..... 
American Home Products 
(Whitehall Pharmacal div.) 


American Sugar Refining 


Carter Products ..... 
Colgate-Palmolive 

Continental Baking ......... 
(and Morton Frozen Food div.) 
Food Manufacturers ..... 


Grocery Store Products ..... 
Minute Maid Corp. .... 
(and Snow Crop div.) 
National Biscuit ...... 
(Dromedary Co. div.) 
Standard Brands ...... : 
(and Fleischman Distilling) 





Bates Spot Accounts 


The following spot expenditures for the 13 clients of Ted Bates & 
Co. are estimates taken from the 1956 Television Bureau of Adver- 
tising breakdown by products. An estimated $18 million more went 
to network tv and $6 million to radio. 


Brown & Williamson ............. nie dx x a 0.045 ee 


(M&M Candies div. & Peete Weg: subsid.) 


Warner-Lambert Pharmaceutical . . ; 
(Anahist Co. div. & Virisan colds research div.) 
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$1,480,380 
141,050 


313,560 


2,250,500 
3,456,740 
5,770,240 


1,344,620 


564,550 
1,939,010 
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The Thin Man on NBC-TV for Colgate-Palmolive 
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Smaller stores 

find tv perfect 
medium for showing 
women’s fashions 


and accessories 


ales of women’s apparel, ready- 

to-wear, shoes and accessories in 
specialized stores totaled an estimated 
$2.5 billion last year, an increase of 
nearly 10 per cent over 1955, which 
was a like increase over 1954. 

Whether this year’s total will show 
a similar gain is still a matter of 
conjecture. But one thing is certain 
—aggressive merchants in this highly 
competitive field are campaigning 
with more vigor than ever before to 
bring in new customers and keep 
the sales ball rolling. 

One of the best weapons in the 
women’s specialty-shop arsenal is 
proving to be television, with its 
ability to show as well as to describe 
new fashions, materials and work- 
manship in the entire widely diver- 
sified women’s apparel lines. 

Women’s specialties have never 
been among the larger television ad- 
vertisers. There are several reasons 
for this, one of the most important 
being that women’s specialty shops 
are, as a rule, rather small as com- 
pared with their big sisters, the de- 


partment stores. 
With the exceptions of a limited 


Women’s specialty 
























































number of specialty-shop chains, these 
stores are usually individual enter- 
prises, operated by their owners 
with the help of a few skilled em- 
ployes. Their advertising budgets for 
the most part are limited. Talk of 
huge television campaigns by the 
bigger merchants have, too often, 
frightened them away from the 
medium. 

But in comparatively recent 
months some of the more venture- 
some have tried the magic medium, 
liked the results they got with a mod- 
est investment and now are putting 
more and more of their advertising 
budgets into tv. 

Most often this television advertis- 
ing, whether announcements or com- 
plete programs, has taken the form 
of modeling the merchandise over 
the air. 

Many of these style shows are 
only a minute long, and some have 
been limited to 20 seconds. A few 
are 15- and 30-minute programs, 
but in every instance which TV AGE 
has been able to authenticate, results 
have ranged from satisfactory to 
spectacular. In nearly every case the 


advertiser has been so well satisfied 
that he has continued the show and 
often increased its frequency. 

Following are a few examples of 
women’s specialty advertising  re- 
ported from all parts of the country. 
Some are from the smallest of stores, 
others are from larger establishments 
and from group operations. The vary- 
ing experiences of these stores 
should prove helpful to anyone in- 
terested in television as a means of 
getting more business for this par- 
ticular type of store. Examples are 
listed alphabetically. 

e Bagalman’s Ready To Wear, of 
Baton Rouge, first tried television 
with a schedule of daytime spots and 
a spot participation on the Million 
Dollar Premiere on WAFB-TV Baton 
Rouge (10:05-11:30 p.m.). The first 
campaign backed a_ special pro- 
motion that had been advertised the 
year before with newspaper space. 
At the end of the promotion Bagal- 
man’s found that sales, with tele- 
vision spots, were 20 per cent ahead 
of those when print only had been 
used. On the strength of that success 
the store began alternate-week spon- 
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sorship of a syndicated program on 
the station, using live commercials 
and showing models wearing Bagal- 
man’s fashions. 

A special city-wide bargain-day 
promotion, using television and a 
limited amount of newspaper, again 
exceeded in sales a newspaper-ad- 
vertised bargain day the year before. 
Month-to-month sales since use of 


television began have consistently 
passed preceding years when no tv 
was used. 


“Television is a powerful medium,” 
is the conclusion expressed by 
Bagalman advertising executives. 

e S. A. Baker Co., of Springfield, 
Ill., has found that television is one 
medium from which reaction is swift 
and sure. In a spot campaign on 
wics-Tv Springfield the store offered 
a series of five-minute shows con- 
ducted by a_ station personality, 
Marion Carroll. Two-piece suits in 
five different styles priced at $10.95 
and $14.95 were featured. Three 
models presented the styles. Re- 


sponse was immediate, and the store 
experienced a complete sell-out of 
the merchandise. The entire line was 








reordered twice. Lester Friedman, 
vice president and merchandise man- 
ger of the store, expressed amaze- 
ment at the quick reaction to the 
television showings. 

e Bradley’s of Bluefield, W. Va., 
is a participating sponsor on the 
wuis-tv Bluefield Sunday Night 
Show, a package of high-quality 
feature-length movies which is pre- 
sented each week with Jackie 
Oblinger as hostess. Miss Oblinger 
presents the commercials live, mod- 
eling Bradley’s fashions. Mrs. Mabel 
Bradley, principal executive of the 
store, feels that television is proving 
the most productive form of adver- 
tising she has ever used. 

e Buttrey’s Fashion Shop of Mis- 
soula, Mont., has hit upon a rela- 
tively inexpensive form of fashion 
show which is bringing surprising re- 
sults in new business to the store. 

A 15-minute dress revue is given 
on KMSO-TV Missoula on alternate 


weeks. High-school girls are used 
for models, and as many as 18 
different fashions are shown. The 


series started last February, and re- 


sults have exceeded  exvectations. 


















































People from ail parts of western 
Montana have 
and business booms each 
after the program. Without 
overly professional, the program is of 


particular interest to teen-agers and 


come to the store, 
week-end 


being 


young married women. The manager 
of Buttrey’s is considering increasing 
the frequency of the program. 

e Cullums, of Augusta, Ga., 
charter advertiser on WJBF Augusta, 
having begun sponsorship of a five- 
minute weather show (6:55-7 p.m.- 
Mon.-Fri.) Nov. 23, 1953. Live com- 
mercials are given by a girl announcer 
who shows dresses, 
and other articles as she 
them. Program opens with a 20- 
second spot, includes a minute mid- 
dle commercial and a_  10-second 


is a 


shoes, handbags 


describes 


sign-off. 

Henry Cullum is principal execu- 
tive of the store, with Mrs. Eleanor 
Mertins advertising manager. Budg- 
et for the program is around $225 
weekly. 

e Drazen’s City 
Binghamton, N.Y., 


minute weekly fashion show 


of Fashions, of 
started with a 15- 
shortly 


(Continued on page 80) 


a series of product group success stories 3 4. 
















































he dictionary defines a pioneer as, 
“one who goes before, as into the 
wilderness, preparing the way for 
others to follow.” On these terms, 
David I. Pincus, co-founder and pres- 
ent president and board chairman of 
36-year-old Caravel Films, Inc., is a 
pioneer incarnate. 

Dave Pincus stalked into the film 
wilderness in 1920 to innovate motion 


Caravel spots are straight . . . pictures for education and industry. 





And in the years that followed he was 
-++ and humorous... ever the pioneer. He was first in his 
field to have a studio with complete 
sound and talking equipment; the first 
to make a travelog film (for Cunard 
in 1921), a conservation film (for 
New York State Conservation Com- 
mission in 1921), a medical film (for 
the firm of Davis & Geck in 1928); : 
he produced the initial animated ad- r 





vertising cartoon to play theatres (Boy 
Meets Dog, a 10-minute color film for 
Bristol-Myers’ Ipana in 1938); he 
participated in the earliest closed- 
circuit television experiment from 
Bloomingdale’s department store in 
New York in 1939 and, in 1949, he 
filmed Stepping Along with Television 
for the Bell System, the first commer- 
cial transmitted over the newly-joined 





- as well as extravagant. 








Pioneer producer 








One of the industry’s oldsters, 







36-year-old Caravel Films 
builds modern “one-stop” plant 








coaxial cable linking eastern and mid- 
western networks. 

These are but some of the Pincus 
pioneering endeavors of the past. He 
is now embarked on his latest and 
probably most daring, as well as most 
significant adventure. A million-dollar 
plunge into the wilds of Manhattan’s 
west side with the only new, all- 
inclusive film production center to be 
built in New York in some 30 years. 
He is confident that, as before, he is 
preparing the way for others to follow. 

Dave Pincus is no swashbuckling 
pioneer with coonskin hat and itchy 
feet. Nor is he a desk-bound itemizer. 
Rather, his approach in a lifetime of 
making films for industry, government 
and television is to blend a practical 
ardent 
artistic appreciation. Withal, he is an 
inveterate explorer, but one with pur- 


business approach with an 


pose in his missions. 

“T spent five years looking at exist- 
ing buildings,” Mr. Pincus said in 
discussing the background for the de- 
cision to erect Caravel’s four-story 
building on West 60th Street. “Our 
expanding, 
television commercial production. We 


business was especially 


needed larger space than was already 








Executive huddle (l. to r.): McKean, D. Kreeger, Pincus, L. Kreeger, Goldberg. 


available anywhere in the city. We 
also wanted a building in which we 
could have all the film facilities under 
one roof, a one-stop production center. 
We were looking for a location in 
midtown Manhattan because we 
wanted to be near the creativity of 
Madison Avenue and the services of 
the film laboratories. The only way to 
meet all of our special requirements 
was to build our own plant.” 

Mr. Pincus, who started his film 
career in the scenic department of the 
Universal Studios in Fort Lee, New 
Jersey in 1915, drew the original 
sketches and outlined the specifications 
for the new Caravel building. These 
were consolidated into the final plans 
Horace Ginsbern 
Associates, New York. “I wanted a 


by the architects, 


building that had a specific purpose. 
That is, to make films at the highest 
possible efficiency and speed and at 
the lowest possible cost,” the firm’s 
president stated. 

The structure which was completed 
the latter part of this past August and 
formerly opened in late October, con- 
tains 26,000 square feet of air-condi- 
tioned, fire-proofed working space. One 
studio is 100’ x 75’ x 26’, another is 





54’ x 27’ x 13’. There is room for a 


third. There are on the premises com- 


plete animation, projection, opticals 
and special effects facilities. Also, six 
cutting and editing rooms; seven cos- 
tume, makeup and dressing rooms; 
and a carpenter shop, prop room, vault 
and storage space. There is a 26’ ele- 
vator that “will hold a Cadillac,” and 
offices for the staff and clients. 

Although Caravel’s new headquar- 
ters was a project conceived some five 
years ago, the initial brick for the 
building was actually molded in 1921 
when David Pincus and Robert Mc- 
Kean agreed to become partners in 
a film company. Mr. McKean was the 
firm’s president and held that position 
until his death in 1948. Dave Pincus 
has been chief executive officer since 
that time. 

Back in 1920, Dave Pincus had been 
working at the William Fox studios 
making such films for schools and 
training purposes as Father Hubbard 
Adventures and Wrestling the Alliga- 
tor. “I felt even then that moving 
pictures were a medium for education 
as well as entertainment,” he recalled. 
However, his faith in this notion ex- 


(Continued on page 43) 




















































World’s Fair on tv 





British Crown jewels in exact duplicate shown by Miss Adams and British 
consulate. 


etty Adams of wJaR-Tv Provi- 

dence has had more international 
talent on her morning show recently 
than Ed Sullivan could muster in a 
year’s prowl overseas. 

Of course none could juggle. There 
wasn’t a ventriloquist in the score or 
more. But they were all articulate and 
eager to talk. And there were some 
exotics of the dance, if not from 
Minsky’s. 

The resourceful Mrs. Adams ap- 
proached the representatives of 22 
nations to appear on her show. All 
accepted. She has interviewed U. N. 
delegates, ambassadors, attaches and 
public-information officers of 21 na- 
tions. The extra nation was Russia, 
which accepted, but was ruled out by 
the 50-mile travel limit. 

A Yugoslav representative did ap- 
pear, however. In the course of his 
interview, the man from the Commu- 
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nist nation made many candid obser- 
vations on the currently important 
Djilas case. 

Producer-narrator Adams was 
working on so slight a budget that 
the international guests had to pay 
their own fare from New York to 
Providence. She takes this to mean 
that “the nations of the world are 
desperately hungry for better under- 
standing by Americans.” 

Besides straight interviews, she used 
films, props, photos and other exam- 
ples of the culture, history and _per- 
sonalities of the nations represented. 

The visiting countries were encour- 
aged to bring dancers and other enter- 
tainers and to appear in native cos- 
tume. A troupe of Indian dancers 
appeared as did a Balinese dancer in 
full regalia. The wife of a Japanese 
delegate cooked a meal during a show. 


The World’s Fair on Television has 


Resourceful producer dips into talent from many nations for programs 


scored a few firsts. Among them: the 
first public appearance of Canada’s 
new Consul General, Alexandre Bou- 
dreau; the first tv appearance of a 
valuable set of exact duplicates of the 
British crown jewels; a three-way de- 
bate on Cyprus between representa- 
tives of Greece, Turkey and England, 
held because of separate interviews 
previously on the show. 

First show in the series was an 
interview on Sept. 9 with 90-year-old 
Theodore Francis Green, chairman of 
the Senate’s foreign-relations commit- 
tee. Since then the following nations 
have had representatives interviewed: 

Germany, France, Italy, India, Is- 
rael, Switzerland, Indonesia, Turkey, 
Spain, Yugoslavia, Belgium, Great 
Britain, New Zealand, Ethiopia, Den- 
mark, Portugal, Austria, Japan, Mo- 
rocco, Union of South Africa and 
Canada. A two-day session covering 20 
South American nations was also held. 

World’s Fair on Television is just 
part one of a continuing series, says 
Miss Adams. And the basic idea was 


(Continued on page 42) 





Dance exots from India 





SY eS eS 5 he Fe, OP ——— 


ef Ee 


er 











Me) cD 


















TRIAL RUN FOR TOLL. With the 
issuance of its report authorizing a 
three-year trial run of subscription 
television, the Federal Communications 
Commission has placed the fee vs. free 
controversy squarely before Congress. 
When the legislators return to Wash- 
ington January 7 for the next session 
they will have approximately seven 
weeks in which to take action to pre- 
vent the FCC from handing out au- 
thorizations to stations to charge sub- 
scribers for programs. This is because 
the Commission does not intend to act 
on applications before March 1. 
There is some discrepancy on this 
date. In its “Public Notice” summar- 
izing its order authorizing the trial 
period, the Commission said that ap- 
plications may be filed from now on 
“but no action on them will be taken 
before next March”. However, the or- 
der itself asserts: “In view of the 
necessity for careful review of all 
aspects of any subscription television 
operations which may be proposed, 
applicants are informed that the Com- 
mission does not believe it will be prac- 
ticable to take action, before March, 
1958, on applications filed hereunder”. 


INTENTION CLEAR. Technically, 
this does not seem to commit the 
agency to wait until March but there 
can be little doubt that it means to 
wait until then if circumstances war- 
rant. But there are many “ifs” that 
could change things. If applications 
are in soon enough and can be ap- 
proved soon enough and if Congress 
shows no disposition to act on the 
various hills before it, then obviously 
the Commission may consider that it 
has been given the green light, in 
effect, to proceed with dispatch to 
process applications. But if Congress 
does show an inclination to enact 
legislation, the Commission, in all 
probability, would hold up action on 
applications until the legislative issue 
is resolved, whether this occurs before 
or after March 1. 

That the industry is mobilizing its 
opposition to subscription is apparent 
from developments in many directions. 


Washington Memo 
RE ene 


The National Assn. of Radio and Tele- 
vision Broadcasters has been bringing 
the issue to the local level through its 
regional conferences and has pressed 
its position before various national or- 
ganizations. As a result of its activities, 
petitions have been addressed to vari- 
ous members of Congress urging legis- 
lative action directing the Commission 
to defer action on applications from 
stations. 

What effect this will have on Con- 
gress in the coming session, when so 
many more urgent matters will occupy 
the legislators, should become manifest 
in the next few months. Certainly, 
there are strong opponents of subscrip- 
tion on Capitol Hill. Chairman Oren 
Harris of the House Interstate Com- 
merce Committee and Chairman 
Emanuel Celler of the House Judiciary 
Committee stand out on the House 
side. There are at least three members 
of the Senate Interstate Commerce 
Committee who are against it. They 
are Sens. Strom Thurmond, Charles E. 
Potter and Frank J. Lausche. Sen. Pot- 
ter plans to introduce a resolution, as 
soon as Congress convenes, calling on 
the Commission to postpone the effec- 
tive date of its order pending the out- 
come of Congressional hearings on 
bills to prohibit the pay television 
service. 


SUPPORTERS TOO. But subscrip- 
tion also has its supporters in Con- 
gress, despite some contentions that it’s 
politically unwise to champion the 
development. Probably the most vocal 
of them is Rep. Frank Chelf, a member 
of the important House Judiciary Com- 
mittee. Congressman Chelf does not 
hesitate to speak out in favor of sub- 
scription. When Mr. Celler requested 
the Commission several months ago to 
hold off action until Congress decides 
the issue, Mr. Chelf immediately wrote 
FCC Chairman John C. Doerfer not to 
be influenced by anybody “no matter 
what position he holds”. 

How other members of the Senate 
Interstate Commerce Committee stand 
on subscription isn’t a matter of public 
knowledge but there are indications 





















that more than a few are for it, or are 
not opposed to it. Sen. Andrew F. 
Schoeppel is one of them. Sen. John 
W. Bricker, who has no love for the 
networks, may be another. Just how 
Chairman Warren G. Magnuson stands 
isn’t quite clear but it was his ap- 
pointee, Kenneth A. Cox, who directed 
the Committee’s hearings on the sub- 
ject and prepared a staff report recom- 
mending that the FCC get out its 
decision and declaring that the Com- 
mission has the authority to permit the 
service. 


PRESSURE BOTH WAYS. While 
the opposition forces press for action 
to bar subscription there will, of 
course, be counter pressure to let the 
FCC order stand, on arguments that 
the public should decide, once and for 
all, whether it’s willing to pay for pro- 
grams. The Commission decision, with 
its rigid restrictions on the conduct of 
trial operations, will doubtless be cited 
by those who support the agency’s ac- 
tion. And it can be expected that 
monopoly-minded legislators will be 
impressed by the Commission’s prom- 
ise that it will be alert to any “monop- 
olistic dangers or implications” which 
may be disclosed during the trial and 
that it would exercise its authority to 
“correct or prevent” them. 

What Congress does may depend on 
other developments which have nothing 
to do with tv. With international prob- 
lems becoming more and more urgent, 
it seems questionable at this time 
whether the subscription issue will re- 
ceive priority treatment. 
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“Copy testing can never be an exact 
science,” says Mr. Kearns, “but our 
methods often help us to separate the 
sheep from the goats.” 

The agency which 17 years ago was 
started in a suite on the fourth floor 
at 635 Fifth Ave., and which has 
since spawned offices above and below 
and across the street, made a decision 
to move two years ago. In the careful 
research tradition, real estate consult- 
ants were called in to survey midtown 
Manhattan. The agency decided on 
four floors at 666 Fifth Avenue now 
under construction (Benton & Bowles 
and Revlon will also be moving in). 
Bates hopes to occupy the new offices 
by January. 

The tv department of the new 
quarters was designed and equipped 
under direction of James Douglass, 
senier vice president in charge of tv 
and radio, and Herbert Gunter, vice 
president and director of tv com- 
mercials. 

Covering half a floor, the broadcast 
department will have a large screening 
room with 35 and 16 mm. facilities 
as well as color allowances, a 16 mm. 
projection and screening room and 
still another with 16 mm. and tape 
recording facilities. The latter will be 
used for auditions, musical prelimi- 
naries and radio spots. 

There will be a closed-circuit sys- 
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Ted Bates Media Department 


Director of media: Edward A. Grey, vice president. 


Media supervisors: William Kennedy,* Winston Kirchert,* John Kucera,* Martin 
Murphy,* Albert Skolnik,* Norman Chester, Albert Petcavage 


Timebuyers: Robert Bruskay, John Catanese, Frank Daniels, George Detelj, 
Lawrence Donino, John Dougherty, Robert Graf, Nathaniel Gayster, Eileen 
Greer, Chris Lynch, Paul Reardon, Conant Sawyer, Chester Slaybaugh, Jack 
Sinnott, Gregory Sullivan, Charles Theiss, Frank Thompson, Charles Valentine, 
Gerald Van Horsen, William Warner. 








A listing follows of the Bates’ accounts, giving superviors (superv.) 


and timebuyers (tb.). 


AMERICAN CHICLE CO.: Murphy, superv., Reardon, tb., Dougherty, tb. 
AMERICAN SUGAR REFINNG CO.: Murphy, superv., Bruskay, tb. 
ANAHIST CO.: Murphy, superv., Catanese, tb., Slaybaugh, tb. 


Chester, superv., Warner, tb. 


Thompson, tb. 


Murphy, superv. 


Warner, tb. 


Thompson, tb. 


*Asst. Vice President 





(Viceroy) Chester, superv., Sinnott, tb. 
CARTER PRODUCTS, INC., Murphy, superv., Sullivan, tb. 
COLGATE-PALMOLIVE CO.: Skolnik, superv., Theiss, tb., Lynch, tb., Greer, tb. 
CONTINENTAL BAKING CO.: Kirchert, superv., Detelj, tb., Graf, tb. 
FOOD MANUFACTURERS, INC.: (Hawley & Hoops, Inc.) Petcavage, superv., 


STANDARD BRANDS, INC.: Petcavage, superv., Sawyer, tb., Donino, tb. 
WHITEHALL PHARMACAL CO.: Kucera, superv., Gayster, tb: 


BROWN & WILLIAMSON TOBACCO CORP.: (Kool and Tube Rose Snuff) 


(Uncle Ben’s Converted Rice) Petcavage, superv., Thompson, tb. 
GROCERY STORE PRODUCTS CO.: Murphy, superv. 
MINUTE MAID CORP.: Murphy, superv. 
MORTON FROZEN FOODS DIVISION OF CONTINENTAL BAKING CO.: 


NATIONAL BISCUIT CO.: (Dromedary Division, Cake Mixes) Murphy, superv., 


(Uneeda Instant Fizz Division) Murphy, superv., Warner, tb. 
SNOW CROP DIVISION OF MINUTE MAID CORP.: Petcavage, superv., 





tem hooked to 35 executive offices, 
also provisions to feed the closed-cir- 
cuit to any place in the country when 
AT&T facilities become available. 

It's safe to assume that the new 
plans include a slightly expanded 
bookshelf in the president’s office to 
take care of any future growth in 
the product display. 





World’s (Continued from page 40) 


actually Earlier 
this year, during a highly successful 
series called Operation Schoolhouse, 
she conducted a survey among 


viewers. They responded enthusiasti- 


audience-inspired. 


cally to the idea of a series on inter- 
national affairs. The Schoolhouse 
show taught languages and other sub- 
jects, with local educators taking part. 

Part two of The World Around Us, 
which started Oct. 14, is a series of 
live shows designed to demonstrate 


skills needed for more effective living, 
says Miss: Adams. Once-a-week sub- 
jects of part two include physical 
fitness, great decisions in the U. S., 
medicine in the home, speedwriting, 
unmasking history and personal in- 
vestments. Talent for the latter topic 
will be supplied by Merrill Lynch, 
Pierce, Fenner & Beane. 

In private life, wJAR-Tv’s Betty 
Adams is Mrs. David Adams and the 
mother of two children. Along with 
the home-side chores, The World’s 
Fair on Television has been quite a 
job, she says. The ad-lib shows called 
for a good deal of home study on the 
participating nation, along with early- 
morning arrival at the studio to line 
up the show format and introduce 
guests to tv techniques. 

Otherwise, Mrs. Adams acted as re- 
ception committee, entertainment com- 
mittee and publicity agent for incom- 
ing guests. 
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ROUNDUP OF NEWS 


ZIV SERIES WIDELY SET 

The newest Ziv Television Programs, 
Inc., half-hour series, Sea Hunt, slated 
to debut in January 1958, is already 
set in some 65 markets. Some of the 
multiple-market sponsors include 
Standard Oil of California with seven 
markets, Carling Brewing with buys 
in three markets, Cott with four and 
Safeway Stores with two. The Stag 
Brewing Co. and American Brewing 
Co. each bought the show in one mar- 
ket, St. Louis and Baltimore, respec- 
tively. Bowman Biscuit will sponsor 
the series in Denver and Phillips Pet- 
roleum over wtvJ Miami. Other ad- 
vertisers to carry the film are England 
Edsel Co. and Capitol Hospital Service 
in Harrisburg, Daniel’s Oldsmobile 
Agency on KRDO-TV Colorado Springs, 
People’s Gas in Johnstown-Altoona 
and Hope Natural Gas in Clarksburg. 
Among the stations that will run Sea 
Hunt are wss-Tv Atlanta, WBRZ-TV 
Baton Rouge, KGHL-Tv Billings, wJw- 
tv Cleveland, wrcn-tv Minneapolis, 
WVUE Wilmington and Kotv Tulsa. In 
another part of the world, Spain, Ziv 
sold Highway Patrol to N. V. Philips, 
an electronics and appliance company, 
over the 


for showing government- 


owned tv operation. 


REINER A V.P. AT TPA 

Television Programs of America, 
Inc., has promoted Manny Reiner to 
vice president in charge of foreign op- 
erations. Mr. Reiner joined the com- 





MANNY REINER 





On Film 


| hcidcearcraae ccm, erie iin cel 


pany in July 1956 as manager of 
TPA foreign sales, and under his di- 
rection the firm’s offices have grown 
from three to the present total of 14. 
And from TPA’s Peruvian office, 
headed by Leon Nebel, comes word 
that the tv channel in Lima, which is 
scheduled to go on the air in March 
1958, bought eight TPA Spanish- 
dubbed programs: The New Adven- 
tures of Charlie Chan, Fury, Ramar 
of the Jungle, The Count of Monte 
Cristo, Stage 7, Mystery is My Busi- 
ness, Lassie and The Lone Ranger. 





Walter Lowendahl (l.) has been ap- 
pointed president of Transfilm Inc., it 
has been announced by William Mie- 
segaes, chairman of the board of di- 
rectors and former president. Michael 
A. Palma (r.) has been named execu- 


tive vice president, the position for- ~ 


merly held by Mr. Lowendahl. Mr. 


Palma is also treasurer. 


SG’S ‘FRANKENSTEIN’ TALES 
Screen Gems, Inc., is to start pro- 
Tales of 
Frankenstein, a new series of 39 half- 
hour films for ABC-TV. Negotiations 
are in progress for 20 episodes to be 
made in Hollywood and 19 in England. 
The first film is expected to be ready 
for the sales forces of both Screen 
Gems and ABC-TV by the first of the 
year. Screen Gems has added some 
new foreign sales. The company sold 
eight of its shows to two Australian 


duction immediately on 


commercial stations, in Melbourne and 
in Sydney. These include five new 
sales: Circus Boy, Casey Jones, Ranch 
Party, Top Plays of 1957 and 77th 
Bengal Lancers; and three renewals 
sold to these operations a year ago: 


Adventures of Rin Tin Tin, Father 








Knows Best and All Star Theater. The 


company has also sold Circus Boy and 


All Star Theater, both dubbed in 
Spanish, to cmBF-Tv Havana, Cuba. 


NEW NTA PACKAGE 

The newest package of features to 
be distributed by National Telefilm 
Associates, Inc., is called The Cham- 
pagne Package. There are 74 titles in 
this group, including such films as 
High Noon, The Bells of St. Mary’s, 
and four Shirley Temple features. 


CONANGLE WITH ABC FILM 
The new Latin-American sales co- 
ordinator for ABC Film Syndication, 
Inc., is Raul C. Conangle. Mr. Con- 
angle, who was born in Havana, has 
been an American citizen for many 
years, served with the 9th Army and 
attended the University of Pennsyl- 
vania. He has been a sales executive 
(Continued on page 89) 
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ceeded that of Mr. Fox and they 
parted. A few months later, in 1921, 
Messrs. Pincus and McKean came to- 
gether under the Caravel banner to 
make films for education, government, 
industry, public relations and even- 
tually, television. 

The firm took its name from a por- 
trait of a sailing vessel, a caravel, 
hanging on the wall of its first studio 
which it shared with Lejaren A. Hiller, 
a noted artist and pioneer photo- 
graphic illustrator of the day. It sub- 
sequently moved to studios in Brook- 
lyn and Long Island. In 1939, it went 
into a studio in Hempstead which 
served as its production base for the 
next 18 years. Although the bulk of 
the firm’s filming will be done in its 
new plant, the Hempstead studio is 
being maintained and will be used for 
special projects and for auxiliary 
shooting. 

Caravel began its operation with a 
staff of six. Dave Pincus was in charge 
of production and served as number- 
one director, Bob McKean was in 
charge of sales. There were two other 
production men, an office secretary 
and an office boy. At present, the com- 
pany has some 50 fulltime employees, 
some of whom have put in long tenure 


(Continued on page 46): 
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with Caravel. 

The original office secretary, now 
Mrs. Claire Burton, is still with the 
company. In 1945 she was elected 
secretary of the corporation. The 
present executive producer, Mauri 
Goldberg, who is also assistant to the 
president, came to Caravel 30 years 
ago. For the past 18 years he had 
directed many of the firm’s outstand- 
ing training, documentary and indus- 
trial films, and, more recently, its 
commercials. Jack S. Semple joined 
Caravel 20 years ago and has been 
organizer and head of its animation 
and special effects departments. In 
addition, he has supervised and de- 
signed much of the equipment the 
company uses. 

Another 20-year veteran is F. Burn- 
ham MacLeary, who is vice president 
and account executive and has written 
scripts for many of Caravel’s training 
and public relations films. Thelma L. 
Allen, vice president and account ex- 
ecutive, has been with the company for 
seven years, following a three-year 
stint with Motion Picture Advertising 
Service in New Orleans. The firm’s 
-supervising editor, Lawrence Kreeger, 
‘was its studio manager for four years 
in the late 1930’s. He took a furlough 
sand had two hitches with March of 
Time and one with the U. S. Army 
before he returned to Caravel in 1947. 
His brother, David, who has 15 years 
‘of experience in administration, has 
‘been Caravel’s studio manager since 
1951. 

In 1946, Calhoun C. McKean, the 
son of co-founder Robert McKean, 
started at Caravel. He has been, sep- 
arately and collectively, a director, 
sales executive and vice president in 
‘charge of television. But, in conjunc- 
‘tion with the move to its new head- 
‘quarters, Caravel made new assign- 
ments on a top executive level. Cal 
McKean is now in charge of sales and 
service and, as indicated, Mauri Gold- 
berg is executive producer. There is no 
longer a separate television division, 
instead the company has integrated all 
vof its services. 

“We feel that unified control of 
production is to our advantage,” Mr. 
McKean explained. “And, of course, 
to the advantage of our clients. In 


our new building, it will be more 
expedient and economical to work out 
of common facilities, instead of divid- 
ing our industrial and commercial 
filming. All film goes through the same 
procedures, it has the same elements 
of raw stock, sets, lights, cameras and 
so on. And by unification we can keep 
more control of our facilities and get 
the maximum effectiveness from our 
staff.” 

The company’s table of organization 
is essentially a simple but fluid one, 
in that executives can and do also per- 
form as well as supervise. Dave Pin- 
cus is the top authority in the company 
and he decides on policy. But at the 
same time, he is able to fill in as 
director, producer and designer. Al- 
though the most recent realignment 
puts Cal McKean in sales and Mauri 
Goldberg in production, “we will spell 
each other if need be,” the former 
commented. 


New Outlook 


Mr. McKean also indicated that 
there is in the company a new outlook, 
brought on for the most part by tele- 
vision. “Our television activity has 
increased so rapidly the past few 
years,” he said, “that in volume it is 
almost equal to our industrial output. 
We're confident that with our new 
setup, both in plant and organization, 
we'll keep on increasing our produc- 
tion of television commercials. And we 
can do this without reducing or sac- 
rificing our activity in other film 
fields.” 

None of the company’s executives 
will reveal any dollar figures on the 
firm. They maintain their golden si- 
lence for the same reason that most 
producers give: “Why tell the com- 
petition!” 

But very telling to the competition 
is the impressive list of Caravel 
clients. American Can, American Mo- 
tors, American Tobacco, Ballantine, 
Bell Telephone, Bristol-Myers, Du 
Pont, General Electric, Gillette, Good- 
year, Procter & Gamble, R. J. Rey- 
nolds, U. S. Steel and Westinghouse 
are but a few of the outstanding Cara- 
vel customers, past and present. 

“We certainly look forward to keep- 
ing these and adding more clients,” 
Mr. Pincus said. “Our television busi- 
ness has gone up in each of the past 
five years some 15 per cent. I think 


that next year it may even increase 
more, probably as high as 25 per cent. 
We're certainly ready for it with our 
new one-stop operation.” 

But Caravel’s $1-million building is 
more than a show of concrete confi- 
dence in its own future. It is as much 
an affirmation of faith by Dave Pincus 
and his associates in the film field, in 
general, and New York as the produc- 
tion center, in particular. 

Mr. Pincus was one of the organ- 
izers of the Film Producers Associa- 
tion of New York and served as its 
1953-54. 
Officially and personally, he has been 
one of the most outspoken advocates 
of the keep-production-in-New York 
school. 


president for two years, 


“I stayed here instead of going to 
Hollywood all of these years,” Mr. 
Pincus remarked, “because I have al- 
ways believed strongly that New York 
has more to offer the producer of 
industrial and tv commercial films. 
New York’s the advertising and busi- 
ness center of the country, most of 
the policy is made here and this is 
where the copy is written. New York 
producers have worked together with 
agency producers for many years and 
have created a rapport that all the 
sunshine and smog in the world can’t 
equal. Also, New York is still the 
creative center of the country, we have 
the greatest concentration of writers, 
actors, musicians, directors, producers 
and technicians. And, finally, for the 
New York film producers, making a 
commercial spot and/or industrial 
film is a full-time, all-out job. Not 
like at many of the Hollywood studios 
where the prime concern is making 
features and where they look upon 
commercial production merely as a 
stop-gap operation.” 

So deep is the Caravel president’s 
faith in his company’s future as a New 
York-based operation, that he and his 
associates in the corporation have 
financed their new building them- 
selves. Mr. Pincus is the majority 
stockholder in the company, Cal Mc- 
Kean has the second largest block of 
stock, with the rest owned by several 
employees. 

This fervent, if somewhat unortho- 
dox, show of faith in the firm’s future 
is proof that from Dave Pincus on 
down at Caravel, the pioneering spirit 
still prevails. 









Nel 














7 ee 


~ 





————  - 








KOB-TV 
WSB-TV 
KERO-TV ... 
WBAL-TV 
WGN-TV 
WFAA-TV 
WTVD 
WICU-TV .. 
WNEM-TV .. 


. .Albuquerque 


. . Bakersfield 
_... Baltimore 
..Chicago 
..Dallas 


.Flint-Bay City 
WANE-TYV .. .. .Fort Wayne 
SGN fs. <5 Se geecae Houston 
WHIN-TV .Huntington-Charleston 
Little Rock 


KCOP .... ....Los Angeles 





KSTP-TV . 
WSM-TV 
WTAR-TV 
KMTV 
WTVH .. 
WJAR-TV 
KCRA-TV 
WCAI-TV 
KFMB-TV 
KTBS-TV . 
WNDU-TV 
KREM-TV 
KOTV . 
KARD-TV 





....Milwaukee 
Minneapolis-St. Paul 
....Nashville 

. Norfolk 


.... Providence 

. Sacramento 

. San Antonio 
.....San Diego 

... .Shreveport 

.. South Bend-Elkhart 
...... Spokane 
....Tulsa 

.Wichita 


CHANGING 
TELEVISION 
MARKETS 


One of a series: 
Michigan, Ohio 


Millions and 


Millions 
of Dollars 


were invested 

in Spot TV advertising 

on GENERAL MERCHANDISE 
by leading manufacturers 
during 1956. 


Morning... noon... afternoon... night—nowhere else 
but in Spot TV can General Merchandise advertisers pick 
just the members of the family they want to talk to with 
such rifle-shot accuracy! That’s why you don’t spend 
money in Spot TV—you invest it for greater sales returns. 
And Petry stations go into 1% of all American TV homes. 
Call Petry for the complete story. 


Television Division 


Edward Petry & Co., Inc. 


THE ORIGINAL STATION REPRESENTATIVE 


New York Chicago Atlanta Boston Detroit Los Angeles San Franciseo St. Louis 

















Why J. Walter Thompson Timebuyer Selects 


Crosley WLW Stations for Ward Baking Company 


"WLW Stations do more than just take 

your time dollars. Their staff of 
merchandising—promotion experts work right 
along with the advertiser's sales people 

and follow through with trade contacts—— 
buyers, brokers, distributors, store managers. 
Yes, I'd sure say that the WLW Stations offer 
Tip-Top service everytime, all the time!" 


Mario Kircher, J. Walter Thompson Timebuyer. 


rywr er 
Tip-TOP 
$s Ee 
TIP-TOP storeee oe 
le 
rere 


q 
a Orown 


oes 


—— 
a) 
so 


Like J. Walter Thompson, you'll get top service for your products on the 
WLW Stations. So before you buy, always check first with your WLW Stations' 
Representative. You'll be glad you did! 
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WLW WLW-T WLW-C WLW-D WLW-A 


Radio Cincinnati Columbus Dayton Atlanta 


Network Affiliations: NBC: ABC; MBS Sales Offices: New York, Cincinnati, Chicago 3 ‘ 
Sales Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco { Aveo 
Bomar Lowrance & Associates, Inc., Charlotte, Atlanta, Dallas ...... Crosley Broadcasting Corporation, a division of \ 4 B° "orn / 
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One of a series: 
Changing Television 
Markets 


Plentiful materials, labor, transportation boom industrial heart of U.S. 


A merica leads the world in industrial progress, 
and two states—Michigan and Ohio—de- 
serve a major share of credit for that leadership. 

Not only was it in these two states that the 
giant automotive business was born and reared 
but here the adult motor industry makes its most 
important center with all of its satellite industries 
grouped about it like planets around their central 
sun. 

The very iron, coal and oil; the lake, river and 
rail transportation; the central location which 
made Michigan and Ohio the logical point for 
automotive development had made them impor- 
tant long before the horseless carriage was thought 
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of. But the invention of the motor car and its un- 
precedented popularity after the turn of the cen- 
tury was the focal point that made the area the 
acknowledged leader in the nation’s industrial 
prosperity. 

Today the many natural advantages of this 
region in the heart of America are attracting 
more and more new industries spawned by the 
atomic age. The development of the St. Lawrence 
seaway promises an ever-brighter future. 

In fact, growth in wealth and population 
throughout the two states is continuing at a pace 
which only a few other areas can equal or exceed. 
And television, the versatile, flexible, persuasive 
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medium, is playing an increasing part 
in that growth. For industry, of course, 
is not the only attraction of these 
heartland states. Ohio is one of the 
nation’s richest agricultural areas and 
Michigan is not only a rich farm state 
but offers a sportsman’s paradise 
which some say no other state can 
equal. Both offer rich cultural advan- 
tages. 

After examining the histories of 
these two important commonwealths 
it seems more than coincidence that 
each gets its name from an Indian 
word meaning “great.” In the case of 
Michigan the word is “michi” from 
the Algonquin and the name “Ohio” 
is an Iriquois word with the same 
definition. 

Both, of course, were important in 
the American settlement of the west. 
Michigan was originally explored by 
the French and still has many French 
names (Detroit, Mackinac and Sault 
Ste. Marie). In 1763 France was 
ousted by Britain. Admitted as a terri- 
tory on Jan. 11, 1805, 32 years later, 
on Jan. 26, 1837, Michigan became 
the 26th state. 


Prominent in History 


Ohio, like Michigan, was the site of 
many of the early battles with the 
Indians, the French and the British. 
On March 1, 1803 the state became 
the 17th to enter the Union. Nearly 
all of the cities of both states were 
trading posts in the late eighteenth 
and early nineteenth centuries. 

Michigan, with access to four of the 
five Great Lakes, has the longest 
shoreline of any state. The Lake Supe- 
rior iron-ore belt produces 13 per cent 
of the nation’s iron ore. Copper is 
found here. A plentiful supply of lime- 
stone is raw material for a large 
cement industry. There are large salt 
and oil deposits. 

Michigan, of course, leads the world 
in the production of automobiles and 
parts and has more than 50 per cent 
of the U. S. totals in motor vehicle 
manufacturing employees. wages, and 
value-added-by-manufacture. Beside a 
large machinery industry, state indus- 
tries include fabricated metal products, 
primary metals, chemicals, food, pa- 
per, printing and publishing. furniture 
and fixtures. 

Michigan ranks second in the value 
of small fruits grown and produces 
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over 50 per cent of the sour cherry 
crop of the country. Apples, peaches, 
pears, plums, grapes and cherries 
average over 300,000 tons a year. 
Large quantities of corn and hay are 
produced. The state has 20 colleges 
and universities of first rank. 

A great vacation center, Michigan 
has many trout streams and over 11,- 
000 lakes. Resort income is estimated 
at more than $400 million annually. 
The area has one of the nation’s most 
intense railroad concentrations with 
some 15 principal roads crossing the 
state. Its accessibility to water trans- 
portation through the lakes and the 
St. Lawrence seaway offer important 
advantages. 

Ohio is a great agricultural as well 
as manufacturing center. It is 7th in 
winter wheat production, sixth in soy- 
beans and raises important quantities 
of corn, oats, tobacco and grapes. 

Ohio has large coal, salt and oil 
deposits. All of the major east-west 
railroads cross the state and the Ohio 
river and the lake ports of Cleveland 
and Toledo give it excellent water 
transportation facilities. It is second 
in automotive production and is impor- 
tant in steel fabrication. aircraft 
production, aluminum, oil refining. 
machine tools, playing cards, soap. 
watches, rubber and electronics parts. 

There are an, unusually large num- 
ber of colleges in Ohio. Known as the 
mother of presidents, the state has 
produced eight, including: W. H. Har- 
rison, Grant, Hayes, Garfield, B. 
Harrison, McKinley, Taft and Hard- 
ing. 

Population growth of the two states 
has been tremendous. In 1810 Mich- 
igan’s population was only 4,762. By 
1850 it had grown to 397,654 and by 
1900 to 2,420,982. In 1920 Michigan 
was home for 3,668,412 persons and 
by 1940 the population had reached 
5,256,106. At the beginning of 1957 
it was estimated at 7,452,100. 

Ohio had 230,760 people in 1810, 
1,980,329 in 1850 and by 1900 had 
more than doubled to 4,157,545. In 
1920 the state had 5,759,394 people 
and in 1940, 6,907,612. In 1957 popu- 
lation is estimated at 9,044,700. 

The growth record of the combined 
Michigan-Ohio area to its present posi- 
tion goes like this: 1810, 235,522; 
1850, 2,377,983; 1900, 6,578,527; 
1920, 9,427,806; 1940, 12,163,708, and 





the estimated 1957 population of 16,- 
496,800. This is 9.7 per cent of the 
population of the entire 48 states. 

Some of the other figures for the 
area are even more impressive. The 
estimated effective buying power for 
the two states, for example, is $30,628 
million, which is 10.8 per cent of that 
of the nation. 

Retail sales amount of $20,831 mil- 
lion, or 10.8 per cent of the U. S. 

Food purchasing in the two states 
in 1956 added to $4,391 million, 
spending in eating and drinking estab- 
lishments was $1,542 million, pur- 
chases of general merchandise was 
$2,733 million and for wearing ap- 
parel $1,208 million. Purchases of 
furniture and household appliances 
came to $1,082 million, automobiles 
to $4,052 million, gasoline $1,466 mil- 
lion, lumber and hardware $1,562 
million and drugs $730 million. 


Growth Since Tv 


It is important to note that much 
of the growth of this industrial heart 
of the nation has come since television 
became the most important of the com- 
munications media. While the growth 
of these pioneer trade centers, with 
their many natural advantages of loca- 
tion, natural resources and transporta- 
tion has been steady since they were 
first settled their most spectacular 
gains have been in the past 10 years— 
in the television era. 

Today there are 31 commercial , tv 
stations in the two states, blanketing 
every portion and extending into 
neighboring states with Grade A sig- 
nals. Television homes in the area are 
estimated at 4,600,000 with black and 
white and 30,100 with color receivers. 

Taking up, in alphabetical order, 
the states and cities in each which 
make up this prosperous area brings 
the picture of this important market 
into sharper focus. 

Ann Arbor, Mich., home of the 
University of Michigan, is in Wash- 
tenaw county and is the potential 
county center of a metropolitan area. 
County population is estimated at 
159,800 and effective buying income at 
$286 million. The city population is 
estimated at 50,900, with a buying in- 
come of $142 million. 

The area is served by wWPAG-Tv, 
chan. 20, located in the Hutzel build- 


ing in Ann Arbor. The station has an 
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authorized radiated power of 18.5 kw 
visual and 9.5 kw aural and claims 
a coverage of 31,000 b&w sets. 

WPaG-TV began operating in April 
1953. It is owned by the Washtenaw 
Broadcasting Co., a property of Ed- 
ward F. Baughn, president and general 
manager. Kenneth MacDonald is com- 
mercial manager. Everett-McKinney is 
national representative. 

Bay City, center of the Bay county 
metropolitan area, is a_ nationally 
known shipbuilding center and a trad- 
ing hub for northeastern Michigan. 
County population is estimated at 
about 100,000. with an effective buying 
income of $154 million. Bay City itself 
has a population of 57,600, with a 
buying income of $98 million. 

An industrial center, located on 
Saginaw Bay, the city prides itself on 
its recreational as well as its business 
opportunities. County valuation is 
placed at $235 million and city at 
$123 million. 

WNEM-TV, chan. 5, located at 814 
Adams, is the area’s television station 
serving Saginaw as well as Bay City. 
The station went on the air Feb. 16, 
1954 with a 500-foot tower and 25 kw 
transmitter. After eight months the 
station installed a 100 kw transmitter. 
The following year James Gerity Jr., 
president of the North Eastern Mich- 
igan Corp.. which owned the station. 
purchased the interest of two of the 
other stockholders. | Subsequently 
North-Eastern Michigan Corp. and 
WNEM-TV were absorbed by Gerity 
Broadcasting Co. In December, 1956, 
WNEM-TV erected a 1,060-foot tower. 

“We at WNEM-Tv feel doubly for- 
tunate in that we are privileged to 
provide the only vhf television service 
which covers all of the great eastern 
Michigan market. north of Detroit, but 
also that the Flint. Saginaw, Bay City. 
Midland area. which is geographically 
the Saginaw Valley,” says Mr. James 
Gerity. president of the company. 

“It is aptly called the Golden Val- 
ley. one of the country’s fastest-grow- 
ing and dynamic industrial areas, as 
well as being Michigan’s richest agri- 
cultural area and in the heart of the 
Michigan vacation land,” he continues. 
“We are a growing station in a grow- 
ing market.” 

The station operates with 100 kw 
visual and 50 kw aural power and has 


NBC-TV and ABC-TV networks. Harry 
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E. Travis is vice president, assistant 
general manager and sales manager. 
Edward Petry & Co. represents the 
station nationally. 

Cadillac, in Wexford county, offers 
a fine industrial potential as well as 
being in the center of one of the state’s 
most popular four-season recreation 
areas. Located between two inland 
lakes, Mitchell and Cadillac, and close 
to numerous other lakes and streams, 
the area offers excellent fishing and 
hunting and attracts some 60,000 
skiers arinually. 


Major Growth Area 


Gene Ellerman, vice president and 
general manager of wwrtv, chan. 13, 
the area’s television station, says: “If 
Horace Greeley were here today, we 
are certain his famous suggestion re- 
garding locales of opportunity would 
be restated to specifically include cen- 
tral and northern lower Michigan. 
This area seems certain to be a major 
growth area of our country in the next 
decade,” Mr. Ellerman continues. 

“One looks at the booming business 
that’s already here. and then has only 
to glance at the great new Straits 
bridge, the bustle of St. Lawrence 
Seaway preparations, the new high- 
ways. schools, factories, to realize the 
economic, industrial and social ad- 
vances which are to come. WWTV has 
become an integral part of this 
growth, serving Michigan from ‘coast 
to coast’ (Lakes Michigan to Huron) 
and creating a ‘one-media’ coverage of 
this sprawling market.” 

While Cadillac itself has an esti- 
mated population of only 11,800 and 
the county of 19.800 the station oper- 
ates on a regional basis, claiming 
coverage in 48 Michigan counties. 

wwtv, at 417 N. Mitchell St.. 
Cadillac. is a wholly owned subsidiary 
of the Sparton Corp., which was for- 
merly Sparks-Withington. wwtv also 
has offices in Traverse City, Mich. The 
station went on the air Jan. 1, 1954 
as a primary CBS-TV affiliate with a 
secondary ABC-TV affiliation. A 1,282- 
foot tower was built, located at the 
highest point in Michigan’s lower 
peninsula, in 1955. The station oper- 
ates on 316 kw visual, 158 kw aural 
and claims coverage of 388,460 re- 
ceivers. John J. Smith is president and 
Daryl Sebastian is assistant general 
manager and promotion manager. 


WWTYV is represented by the George P. 
Hollingbery Co. 

Detroit, besides being automobile 
center of the world, is also one of the 
nation’s leaders in nonautomotive busi- 
ness. 

The city was settled in 1701, when 
a French soldier built Fort Pontchar- 
train, overlooking the river or de 
troit, the French word for strait. A 
trading post and military center, it 
was taken over by the British in 1760. 
They clung to Detroit until 1796. It 
was incorporated as a city in 1815, 
enjoying a steady growth until the 
dawning of the automobile age trans- 
formed it in the early 1900’s into one 
of the nation’s largest metropolitan 
centers. 

While firms with Detroit headquar- 
ters make 95 per cent of the nation’s 
cars and trucks. the city is also proud 
of its other industries. Factories here 
produce 23 per cent of the nation’s 
machine-tool accessories, 13 per cent 
of all metal stampings, 12 per cent 
of all hardware and gray-iron foundry 
products and 10 per cent of all alka- 
lies and chlorine. In each of these 
industries the city outranks all others. 
In addition its pharmaceutical pack- 
agers and adding machine factories 
are the largest in the world. 


Thickly Populated 


Present population of Detroit is 
1,943,800, while Wayne county, of 
which the city is the center, has 2.- 
777,500 people. The city’s effective 
buying income is estimated at $4,217 
millions and the county’s $5.962 mil- 
lions. Population of the metropolitan 
area is 3.625.900. while buying income 
is $7,596 millions. 

Detroit has four television stations. 
CKLW-TV, chan. 9; WJBK-Tv, chan. 2; 
WWJ-Tv, chan. 4, and wWxyz-Tv, chan. 7. 

CKLW-TV is located across the river 
in Windsor, Ont., a circumstance 
which explains its unorthodox call 
letters, but its business offices are at 
3300 Guardian building, Detroit. The 
station went on the air Sept. 16, 1954. 
It telecasts on 325 kw visual and 180 
kw aural power and is affiliated with 
Canadian Broadcasting Co. Coverage 
is estimated at more than 1,600,000 
receivers. 

J. E. Campeau is president and 
general manager and Norman Haw- 
kins is national sales manager. The 
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station is represented by Young Tele- 
vision Corp. in the United States and 
All-Canada Television in Canada. 

“The Detroit market is one that will 
continue to grow and develop as the 
economic structure of the country 
stabilizes and strengthens,” says Mr. 
Campeau. “Television, offering service 
unique in its field, has an evergrowing 
loyal audience demanding information 
and entertainment second to none in 
the world today. We can see only con- 
tinual growth and strengthening of 
our medium in tomorrow’s market in 
Detroit.” 


Storer Station 


WJBK-TV, the Storer Broadcasting 
Co. station in Detroit, is at 7441 Sec- 
ond blvd. Telecasting with 100 kw 
visual and 50 kw aural power the sta- 
tion is a CBS-TV affiliate. wsBK-TV 
went on the air Oct. 24, 1948. It is 
represented by The Katz Agency. Cov- 
erage is estimated to include more 
than 1,600,000 b&w and over 5,000 
color receivers. 


Bill Michaels is vice president 
and managing director, Robert S. 
Buchanan, national sales manager 


(New York City) and Keith T. Me- 
Kenney, local sales manager. 
wwJ-Tv, 622 Lafayette, is owned by 
The Detroit News (The Evening News 
Association). The first telecast, an 11- 
hour marathon from the top of De- 
troit’s Penobscot building, was Oct. 
23, 1946, to an estimated 30 receiving 
sets in the area. A regular schedule 
of daily service began March 4, 1947. 
On June 3, 1947 commercially spon- 
sored programming began and a 30- 
hour weekly schedule was maintained. 


Moved into New Studio 


By November that year 60 per cent 
of WWJ-Tv’s time was sold and there 
were 3,300 tv receivers in the area. 
The station was an original affiliate 
of NBC-TV mid-west network and in 
September 1951 became a member of 
the new NBC-TV coast-to-coast net- 
work. On November 18, 1952, the sta- 
tion moved into its $2 million studio 
building and estimated its coverage 
area at 5,400,000 population with 1.- 
313,000 receivers. By Nov. 20, 1954 
the station established its new trans- 
mitter. raising its coverage to an area 
estimated at six million population. 
Currently the station estimates its cov- 
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su ' Power-packed programming, combining the 
best of CBS and ABC with top-rated syndi- 
cated shows and live studio production. 
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48 of Michigan’s 83 rich and productive counties 
‘are now served by the powerful Channel 13 pic- 
ture ...Michigan’s TOP television buy. It’s the 
one perfect picture that’s worth 10,000 words 
jin the 71 daily and weekly newspapers re- 
quired to cover the same giant market area. 
No other Michigan TV station offers so 
much — for so little! 


CBS 
ABC 


Nat'l Reps. 
Hollingbery 


PARTON BROADCASTING CO. 
eu FG . Mich. 
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erage at over 1,600,006 o&w and more 
than 5,000 color receivers. 

Operating power is 100 kw visual 
and 50.1 kw aural. National represen- 
tation is by Peters, Griffin and Wood- 
ward. Warren S. Booth, The Detroit 
Vews, is president; Edwin K. Wheeler, 
general manager, and Don DeGroot, 
assistant general manager. 

wxyz-Tv, 28 W. Adams, first went 
on the air Oct. 9, 1948. Under the 
guidance of James G. Riddell, presi- 
dent and general manager, the station 
pioneered in morning and afternoon 
television in the area. In 1950 the 100 
kw power was increased to 316 kw 
visual and 158 kw aural. Coverage is 
estimated at over 1,600,000 receivers. 

“We are in the midst of a fast- 
growing television market in a high 
population area,” says Mr. Riddell. 
“Forecasts by utility companies indi- 
cate that the population of the city 
and suburban area will be increased 
by several hundreds of thousands in 
the next few years. Television has an 
obligation to the residents of this area 
and those who will become residents 





here in the next few years. This com- 
paratively new and tremendous me- 
dium will be looked to more and more 
to provide information and entertain- 
ment for the growing population.” 

Speaking of the future, Mr. Riddell 
adds: “wxyz-Tv is planning a $4- 
million television center, which will 
be built in a fast-growing suburban 
area on the edge of the city. This tele- 
vision center, which will include the 
most modern of equipment and facil- 
ities for creating, producing and trans- 
mitting television programs, will 
enable WXYZ-TV to retain and enhance 
its position among the leaders in the 
industry.” 

WXYZ-TV is owned by American 
Broadcasting-Paramount Theatres and 
is an ABC-TV primary affiliate. John 
F. Pival is vice president in charge 
of television and Ralph Dawson is 
television sales director. Blair-Tv rep- 
resents the station nationally. 

Grand Rapids, in the heart of west- 
ern Michigan, was built on the site 
of an Indian trading post and was 
first incorporated as a village in 1838. 








“You can go home, Miss Gorman. 
I get all my inspiration from WOODwatching.” 
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woopD-TV 


woobDiand Center, Grand Rapids, Michigan 
WOOD Broadcasting Inc. + A subsidiary of Time, Inc. « Licensee of Radio Station WOOD, 
5,000 watts, fulltime, NBC ~ Television Station WOOD-TV, channel 8, 316,000 watts 
€.1.p., 1000-foot antenna, NBC Basic, ABC Supplementary - Represented by Katz Agency 
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(Everybody in Western Michigan is a WOODwatcher.) 
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Second largest city in the state, Grand 
Rapids is known as the “nation’s fur- 
niture capital,” leading the industry 
in design and craftsmanship. There is 
an abundance of electric power, nat- 
ural gas and good water. The city has 
a diversified industry in addition to 
furniture with more than 700 manu- 
facturing concerns, producing 2,000 
different products. 

Population has grown steadily. In 
1900 it was 87,565, in 1950 it was 
175,647 and it is now estimated at 
189.400. The Grand Rapids metropol- 
itan area includes 330,300 persons and 
has an effective buying income esti- 
mated at $600 million. 

The television station is wWoop-Tv, 
chan. 8, 120 College Avenue S. E. The 
station began operating August 15, 
1949 under the call letters WLAv-tTv. 
In October, 1951 woop-tv was pur- 
chased by Consolidated Radio and 
Television Broadcasters. In May 1957 
Consolidated sold the station to Time 
Inc. along with two other Consolidated 
properties. 

In 1951 woop-tv was the first sta- 
tion in Michigan outside of Detroit to 
begin live programming. It now aver- 
ages about 25 hours of live telecasting 
a week, including a one-hour Protes- 
tant and a one-hour Catholic church 
service televised from the studios. It 
was the first station in the country to 
bring church services directly from 
the studio. 


Community Relationship 


The station operates with 316 kw 
visual and 158 kw audio power and 
estimates its coverage area at 575.961 
b&w and 700 color homes. 

“Our greatest asset,” says Willard 
Schroeder, president and general man- 
ager of the station, “is our relationship 
with the community. For in this area 
the 18th tv market in the United 
States, not only do the people of 
Grand Rapids look upon woop-Tv as 
their station, but all the folks in the 
36 counties that make up the “‘WOOD- 
land area’ know that woop-Tv is their 
station too. With a relationship like 
this, I see a tremendous growth and 
future for the Woodland market and 
WOOD-TV.” 

woop-Tv is an NBC-TV primary and 
an ABC-TV secondary affiliate. Arthur 
M. Swift is general sales manager. 

Center of an expanding agricultural 
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and industrial area, Kalamazoo has a 
population of 80,000 and its mcetro- 
politan district includes 152,900 per- 
sons. Effective buying 
estimated at $274 million. 
Its television station is WKZO-TV, 
chan. 3, 124 W. Michigan, in Kala- 
mazoo. “The development of television 
as a market in western Michigan has 


income is 


not followed at all the conventional- 
radio-newspaper metropolitan stand- 
ard,” says Carl E. Lee, vice president 
and managing director of WKZO-TV. 
“Instead it has emerged as a great 
area concept. especially for the na- 
tional advertiser. This I believe, has 
a very real bearing on the future and 
stability of television in this area. It 
is interesting to note that the total 
circulation of WKZO-TV alone surpasses 
that which could be obtained by com- 
bining all the daily newspapers in the 
area.” 


New Industries 


During the past two years such 
firms as New York Air Brake Co., Pre- 
cision Spring Corp. and Detroit Sin- 
tered Metals Corp. have moved into 
the Kalamazoo area to join industries 
like National Water Lift Co., Clarage 
Fan Co.. Upjohn Co., Fullmer Mfg., 
Midwest Aluminum and Doubleday 
Brothers & Co. 

WKZO-TV went on the air June 1. 
1950. interconnected at the start by its 
own privately owned relay system with 
Detroit. After two years AT&T facil- 
ities became available. In August 1954 
the station began using its new 1,000 
foot tower with 100 kw visual and 50 
kw aural power. It is a basic CBS-TV 
outlet. Coverage is estimated at over 
650,000 receivers. 

John E. Fetzer is president of WKzo- 
Tv. Donald W. DeSmit Jr. is sales 
manager. Avery-Knodel represents the 
station nationally. 

Lansing is the center of a metro- 
politan area which includes a popula- 
tion of 208.400 people with an esti- 
mated buying income of $422 million. 
The capital of the state, the area is a 
business and industrial center as well 
as the center of government. 

The Lansing television station is 
wJ1M-Tv, chan. 6, 2820 East Saginaw. 
Owned by Harold F. Gross (38.85%). 
Charlotte Gross (10.6%), Howard 
Finch (1.2%) and a voting trust the 
station operates on 100 kw visual and 
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50 kw aural power. It covers an area 
estimated to contain 452,000 receivers 
and has programs from all of the net- 
works. 

Harold F. Gross is president and 
general manager. Gar Meadowcraft is 
general sales manager. The station is 
represented nationally by Peters, Grif- 
fin and Woodward. 

Marquette, located in Marquette 
county, has a city population of 18,500 
and a county of 52,700. Effective buy- 
ing income of the county is $69 mil- 


lion. Three railroads and four truck 
lines service the area. There is a good 
supply of natural resources including 
iron ore and timber as well as plenty 
of soft water. 

WDMJ-Tv, chan. 6, is the television 
station in Marquette. Located at 249 
W. Washington the station is owned 
by Lake Superior Broadcasting Co.., 
a subsidiary of the Marquette Mining 
Journal. It telecasts on 100 kw visual 
and 60.3 kw aural and covers an area 
estimated to contain 60,000 receivers. 





MICHIGAN MARKET DATA BY COUNTIES 


Effective Buying Income 
Net 

















Pop- Per Per Sales Food motive — 
Counties ulation Capita Family ($000— $000 ,$000° ( 
Alcona 5.8 5,120 5,372 1,372 2,046 360 
Alger . . 9.4 4,324 8,757 3,083 1,219 247 
Al n 52.0 4,305 45,738 10,805 10,899 1,006 
Alpena. . 23.5 4,287 28,534 7,7 4,984 1,047 
Antrim 11.1 3,07 8,735 2,826 441 394 
Arenac 10.0 3,785 10,237 2,208 2,472 282 
Baraga 7.8 3,261 4,97 1,727 773 275 
Barry 29.7 4,313 27,251 6,643 5,873 1,059 
Bay 100.3 5,381 113,223 26,417 20,560 4,329 
Benzie 8.1 3,399 8,812 2,379 1,500 443 
Berrien 140.9 5 170,970 42, 30,088 7,137 
Branch 34.4 4,451 35,171 7,948 8,260 1,078 
Calhoun 142.3 5,816 154,637 39,072 27,545 6,035 
Cass. 34.0 4,185 24,092 7,210 4,893 816 
Charlevoix 13.7 3,443 15,928 3,687 2,463 449 
Cheboygan 12.9 3,178 15,812 4,043 2.904 770 
Chippewa 31.1 4,481 33,614 9,156 6,032 663 
‘lare ‘ 11.9 4,07! 14,325 3,088 2,481 639 
Clinton . avout, ae 4,495 26,612 6,138 6,734 600 
Crawford mal 4.1 3,242 5354 1,142 1,276 202 
Delta iss 32.3 3,974 38,451 10,416 5,927 1,051 
Dickinson 23.7 3,919 25,489 6,523 4,913 610 
Eaton. 45.1 4,553 36,997 9,921 9,041 1,332 
Emmet . 6.9 4,179 24,318 4,915 4,403 756 
Genesee 342.5 6,686 453,255 99,202 106,412 18,111 
Gladwin er 9.1 3,525 9,854 2,457 2,249 291 
Gogebic 26.2 3,932 27,577 ,646 3,837 714 
Grand Traverse ; 32.3 4,574 53,126 10,723 9,943 1,609 
Gratiot a 34.8 4,096 39,012 7 8,229 999 
Hillsdale 40.1 3,952 35,572 7,632 6,391 706 
Houghton . 3,706 37,631 13,118 5,648 984 
Huron ‘ 33.9 4,07 36 , 988 7,07 9,544 1,180 
Ingham 208.4 6,867 286 , 163 58,931 62,498 9,930 
Tonia 2 4,069 40,126 8,733 12,938 1,189 
losco : <> oe 3,846 17,505 4,489 2,958 958 
Iron. ... 18.1 4,301 16 ,684 4,734 3,128 554 
Isabella 30.3 4,978 31,271 6,983 7,936 7 
Jackson 123.1 5,633 150,250 33,953 29,725 5,819 
Kalamazoo oss 5,979 193,103 40 , 482 39,: 8,488 
Kalkaska 4.3 3,089 3,771 1,096 189 
Kent 330.3 5,951 444,979 99,114 21,902 
Keweenaw 2.3 3,316 1,257 642 ; 
Lake 5.2 2,901 3,903 1,243 182 
Lapeer 42.2 4,405 36,891 7,678 1,208 
Leelanau 9.0 4,401 5, 883 1,929 249 
Lenawee eye 75.0 5,264 81,650 18,346 2,468 
Livingston ; 31.4 5,246 36,548 8,032 909 
ace . ‘ 8.1 4,701 6,238 1,634 418 
Mackinac 8.9 3,521 11,637 3,960 92 
acomb 270.6 6,234 306,137 90,943 10,334 
Manistee 20.8 3,717 19,424 5,110 772 
Marquette $2.7 4,580 50,792 18,064 1,029 
ason. 20.9 4,088 25,152 6,301 27 
Mecosta 18.2 3,639 16 ,908 4,375 687 
Menominee 27.4 4,083 21,866 5, 087 268 
Midland - 42.7 5,610 49,189 13,644 1,758 
Missaukee ; ; 7.7 3,549 6,332 1,680 56 
Monroe eee 90.9 5,388 85,428 19,322 2,272 
Montcalm > 33.7 4,052 39,635 10,046 1,311 
Montmorency ’ 4.5 x 3,799 5,608 1,369 344 
Muskegon........... 142.5 ; 5,126 166 , 096 44,898 6,665 
Newaygo ies Le 26, 3,897 19,875 5,084 652 
Oakland eee 577.8 1,169,911 7,108 735,302 173,327 27, 082 
Oceana aeay PA 17.8 17,968 3,523 16,283 , 803 193 
Ogemaw : ‘ 9.7 9,132 3,382 9,994 2,516 407 
Ontonagon 10.1 10,070 3,472 9,297 2,739 198 
Osceola 14.9 14,337 3,497 13,017 2,952 419 
Oscoda 3.7 3,089 3,089 3,604 820 97 
Otsego 6.4 6,998 3,587 9,985 2,245 341 
Ottawa. . 86.1 123,216 4,851 96,344 23,131 2.765 
Presque Isle 11.8 11,270 3,886 10,585 3,221 387 
Roscommon 8.0 10,197 3,922 11,147 3,253 521 
Saginaw. .. 189.3 296,287 5,698 206,497 40,284 7,734 
St. Clair 105.3 161,069 5,130 118,788 32,837 3,916 
St. Joseph . B38 55,978 4,514 48 , 386 10,516 1,760 
Sanilac ‘ : 31.6 37,610 4,044 30,179 7,110 882 
Schoolcraft 8.9 9,680 3,872 10,156 2,536 348 
Shiawassee 50.0 75,266 4,985 60,754 14,226 1,580 
Tuscola......... 41.6 50,414 4,309 37,574 726 1,116 
Van Buren <a 43.7 59,977 4,254 46,656 12.519 . 1 ,668 
Washtenaw 159.8 286,191 6,718 187,574 43,876 39,718 8,131 
Wavne.... .- 2,777.5 5,962,018 7,447 3,717,193 828.870 795,960 165,747 
Wexford.... 19.8 23,873 4,046 21,332 5,207 3,469 77: 





The figures in the above table are reprinted with permission of Sales Management Magazine. the copyright 
owners, from the May 1957 Survey of Buying Power; further reproduction not licensed. 
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with a fly red— 





But ARB proves you're right 


about WKZO-TV 
in KALAMAZOO - 
GRAND RAPIDS 


AMERICAN RESEARCH BUREAU 
MARCH 1957 REPORT 
GRAND RAPIDS-KALAMAZOO 














WKZO.-TYV is first in 267% more quarter Saline aN Ghemshae these 
hours than the next-best station — TIME PERIODS With Higher Ratings 
327 for WKZO-TV, 89 for Station B! WKZO-TV | Station B 
MONDAY THRU FRIDAY 
8:00 a.m. to 6:00 p.m. 143 57 
. -Tv~ Pp 
\y* 4 WV 6:00 p.m. to 11:00 p.m. 94 6 
; d . SATURDAY 
8:00 a.m. to 11:00 p.m. 50 10 
SUNDAY 
9:00 a.m. to 11:00 p.m. 40 16 

















NOTE: Survey based on sampling in the following propor- 
tions —Grand Rapids (42.8%), Kalamazoo (18.9%), 
Muskegon (19.8%), Battle Creek (18.5%). 
WJEF RADIO — GRAND RAPIDS 


WAJEF.FM — GRAND RAPIDS-KALAMAZOO . | Ki¢ T| 


a a 100,000 WATTS © CHANNEL 3 © 1000’ TOWER 
WMBD RADIO — PEORIA, ILLINOIS 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 
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The station is a CBS-TV affiliate. 
Frank J. Russel Jr. is president, W. 
H. Treloar vice president and general 
manager and Robert J. Luke station 
manager and sales manager. Weed 
Television Corp. represents the station 
nationally 

Saginaw’s metropolitan area has a 
population of 180,300 with an esti- 
mated buying income of $296 million. 
The city is the center of an important 
business and industrial area. 

WKNX-TV, chan. 57, 221 S. Washing- 
ton Ave., is the television station lo- 
cated in Saginaw. 

The station began operating April 
5, 1953. It is owned by William J. 
Edwards, president (3344%); Alvin 
M. Bentley, vice president (3344%) ; 
and Howard H. Wolfe, secretary-treas- 
urer (3314%). 

A CBS-TV affiliate, the station also 
has ABC-TV programs. It telecasts on 
207 kw visual and 104 kw aural power 
to an estimated 160,000 b&w sets. Wil- 
liam J. Edwards is president and gen- 
eral manager and Robert M. Chandler 
commercial manager. Gill-Perna is 
national representative. 


Diversified Industry 


Traverse City is the center of a 
diversified industrial area and the 
trading center for one of Michigan’s 
most popular resort sections. The area 
boasts a comprehensive farming pro- 
gram. The city population is 18,700 
and Grand Traverse county has 32,300 
persons. Effective buying income of 
the county is estimated at $40 million. 

WPBN-TV, chan. 7, is the city’s tele- 
vision outlet. Located in the Paul 
Bunyan building, the station went on 
the air Sept. 13, 1954. At present 
WPBN-TV is on the air 12 hours a day 
with an operating power of 53.7 kw 
visual and 32.4 kw aural. Estimated 
coverage includes 66,879 receivers. It 
is an NBC affiliate. Ownership includes 
Les Biederman (30%), Edward 
Biederman (22.5%), Drew McClay 
(15%), William Kiker (16.25%) and 
Fred Zierle (16.25%). Les Biederman 
is president and general manager, John 
Anderson is station manager and 
Robert Detwiler is commercial man- 
ager. WPBN-TV is represented by the 
Hal Holman Co. 

In Ohio, Akron, center of the giant 
rubber industry and the home of many 
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other diversified industrial _ piants, 
boasts a population of 484,000 within 
its metropolitan area. Effective buying 
income is estimated at $937 million. 

The city is served by television sta- 
tion WAKR-TV, chan. 49, located at 853 
Copley Rd. wakr-tv is owned by the 
Berk family (55%) and the Akron 
Beacon Publishing  Co., 
(45%). 

The station began operating July 
19, 1953 and has a 214 kw visual and 
127 kw aural signal. Coverage is esti- 
mated at 174,066 receivers. A primary 


Journal 


ABC-TV affiliate, WAKR-TV is repre- 
sented by Burke-Stuart Co. S. Bernard 
Berk is president, Roger G. Berk vice 
president and general manager and 
Kenneth M. Keegan vice president and 
director of sales. 

Strategically located Cincinnati is 
served by eight main line railroads, 
128 interstate motor truck carriers, 
five schedued airlines and six water 
freight carrier lines on the Ohio river. 

Founded in 1788, the city leads the 
world in the production of machine 
tools, playing cards, soap and electro- 





Michigan Advertising Agencies 


Battle Creek 


Goslin Adv., 1320 E. Columbia 
Richard E. Putt Adv., 6642 E. Michigan Ave. 


Bay City 
H. M. Foehl Assoc., Sams Bldg., Water St. 


Benton Harbor 
Mayer-Klan-Linabury Adv., 226 Pipestone 


Birmingham 
Meldrum & Fewsmith, 135 N. Woodward Ave. 
Patten Co., 1100 North Woodward 


Bloom field 
MacManus, John & Adams, N. Woodward 
Ave. 


Detroit 

G. W. Albert Co., 707 Lafayette Bldg. 

Allman Co.. The Free Press Bldg. 

Alpert Adv., 3250 Tyler 

N. W. Ayer & Son, 4100 Penobscot Bldg. 

BBDO, 1800 Penobscot Bldg. 

Karl G. Behr Agency, 300 Francis Palms 
Bldg. 

Beltaire, Vincent & Hull, 6525 Third St. 

Benton & Bowles, 1866 Penobscot Bldg. 

Betteridge & Co., 741 Penobscot Bldg. 

Sidney Bielfield, 1707 Washington Blvd. 
Bldg. 

Reilly Bird Adv., 2909 W. Grand Blvd. 

A. R. Brasch & Sons, 10234 Fenkell 

Brooke, Smith, French & Dorrance, 8460 
Jefferson 

D. P. Brother and Co., General Motors Bldg. 

Campbell-Ewald Co., General Motors Bldg. 

Castle-Werner, 504 Maccabees Bldg. 

C. A. Chapman Adv., 2680 W. Grand Blvd. 

Clark & Bobertz, 826 Fox Theater Bldg. 

Roger Cleary Productions, 19204 Woodward 
Ave. 

Cloudman-Oldham Ady., 1720 Guardian 
Bldg. 

Cox & Grace, 3037 Book Tower 

D’Arcy Adv., 1225 Penobscot Bldg. 

Davis Daniels, 139 Cadillac Sq. 

Denman & Baker, 1012 Buhl Bldg. 

W. B. Doner and Co., 505 Washington Blvd. 
Bldg. 


Fred Epps & Assoc., 1815 Dime Bank Bldg. 

Foote, Cone & Belding, 1060 Nationa! Bank 
Bldg. 

Dick Frederick, Adv. 621 Free Press Bldg. 

Gabriels Adv., 824 Michigan Bldg. 

Garfield Adv. Assoc., 15481 Jas. Couzens 

General Publicity Service, 1347 E. Jefferson 

Geyer Adv., 14250 Plymouth 

Gleason Adv., 726 Fisher Bldg. 

Grant Adv., 2900 Guardian Bldg. 

Gray & Kilgore, 18718 Grand River Ave. 

Russ Green Ady., 14000 Linhurst 

Hacker, Hull and Vincent, 13001 Puritan 

Hershey-Paxton Co., 3007 W. Grand Blvd. 

Holden-Chapin LaRue, 16180 Wyoming 

F. B. Hubert Co., 2832 E. Grand Blvd. 

Harold W. Jackson, 7338 Woodward Ave. 

Jam Handy Organization, 2821 E. Grand 
Blvd. 

Kahn & Kahn Adv., 17622 James Couzens 
Highway 

Kenyon & Eckhardt, 1500 Penobscot Bldg. 

Henry Koltys Co., 15334 W. McNichols 

Kuodner Agency, 707 New Center Bldg. 

Livingston-Koster Adv., 709 Donovan Bldg. 

Livinston-Porter-Hicks, 350 Madison Ave. 

Lloyd Adv., 205 Michigan Ave. 

Luckoff & Wayburn, 350 W. Lafayette 

D. A. Marks Adv., 20551 Mack 

Maxon Inc., 2761 E. Jefferson Ave. 

McCann-Erickson Inc., 3546 Penobscot Bldg. 

C. F. McIntyre & Assoc., 1444 Free Press 
Bldg. 

H. H. Michaels Co., 12700 Dexter 

E. A. Oppenheim Co., 1200 Michigan Bldg. 

Otto & Ebbs Adv. Assoc., 2530 Guardian 
Bldg. 

Dale Perrill Adv., 2591 W. Grand Blvd. 

Powell Gayek Adv., Penobscot Bldg. 

Fred M. Randall Co., 1032 Book Bldg. 

Danny Raskin Adv., 17357 Wyoming 

M. T. Rose Adv., 129 Cortland 

Ross Roy, 2751 E. Jefferson 

Ruben Adv., 710 David Stott Bldg. 

Ruthrauff & Ryan, 7430 Second Ave 

Sachs Studios, 10519 Puritan 

Schurgin Assoc., 2338 Dime Bldg. 

Scott Adv., 13829 Fenkell 

Simons, Michelson Co., 11th Floor, Lafayette 
Bldg. 


Solomon-Sayles Prods.. 815 Donovan Bldg. 





——__——_ + ———~.- 








—_—- oo 1 








types. It is important in the production 
of building materials, cans, chemicals, 
clothing, coffins, cosmetics, electric mo- 
tors and machinery, foundry and ma- 
chine shop products, jet engines, malt 
and distilled liquors, mattresses, meat 
packing, motor vehicles and parts, 
office furniture, paper and paper prod- 
ucts, pianos, plastics, processed meats, 
sheet metal, sporting goods, steel prod- 
ucts, and watches. 

Population of the Cincinnati metro- 
politan area is estimated at 1,036,700 
and effective buying income at nearly 


$2 billion. 

The city is served by three television 
stations, WCPO-Tv, chan. 9; WKRC-TV, 
chan. 12, and wLw-tT, chan. 5. 

wcpo-Tv, at 2345 Symmes St., is 
owned by Scripps-Howard Radio, a 
subsidiary of the company which pub- 
lishes the Cincinnati Post and other 
newspapers. It went on the air July 
26, 1949. The station telecasts on 309 
kw visual and 158 kw aural power and 
is an ABC-TV primary affiliate. M. C. 
Watters is vice president and general 
manager, Glenn C. Miller assistant 





Handling Television Accounts 


Roland G. Spedden, 1402 Maccabees Bldg. 
Rolfe C. Spinning, 1236 Maccabees Bldg. 
Stockwell & Marcuse, 1407 Industrial Bank 
Bldg. 
Stone & Simons Adv., 10821 W. McNichols 
Charles R. Stout, 1028 Penobscot Bldg. 
Tech Adgency, 1004 E. Jefferson 
J. Walter Thompson, 2130 Buhl Bldg. 
Trustman Adv., 8720-D W. Chicago Blvd. 
Wagner-Amold, 603 Fine Arts Bldg. 
Forest U. Webster, 2024 Guardian Bldg. 
Wolf-Jickling & Conkey, 327 John R. 
Young & Rubicam, 1600 Penobscot Bldg. 
Zimmer, Keller & Calvert, 28 West Adams 


Farmington 


Haugan Adv., 23242 Lilac Ave. 


Flint 


Advertising Associates, Citizens Bank Bldg. 
Nate Goldberg Adv., 200 E. Second St. 


Grand Rapids 


Wesley Aves & Assoc., 430 Federal Sq. Bldg. 

Capitol Adv. Serv., 134 Knapp S. NE. 

Ben Dean Adv., 50 Ransom, N. E. 

Etheridge Co., 549 Ottawa, N. W. 

Harold B. Frazier Adv., 425 Houseman Bldg. 

Hall Adv., 214 Houseman Bldg. 

Jaqua Co., 101 Garden, S. E. 

Charles F. Johnson, 312 Murray Bldg. 

Norman-Naven, 142 Federal Sq. Bldg. 

Stevens, 809 Assoc. of Commerce Bldg. 

Symes Adv. Agency, 957 Manger Hotel Bldg. 

John B. VanDomelen, 327 Federal Sq. Bldg. 

VanStee, Schmidt & Sefton, 252 State St., 
S. E. 

Wallace-Lindeman, 415 Assoc. of Commerce 
Bidg. 

Webber Adv., 807 Peoples National Bank 
Bldg. 

Wesley Aves & Assoc., Federal Sq. Bldg. 


Kalamazoo 


Buswell Adv., 1028 Lay Blvd. 

Crescent Adv., 344 N. Church St. 

McLain & Associates Adv., 428 W. S. St. 

Harold Sharpsteen, 111 Pratt Bldg. 

Staake & Schoonmaker Co., 808 Kalamazoo 
Bldg. 


Don Wyman Adv., 302 Pythian Bldg. 


Lansing 

Capital Adv., 528 N. Washington Ave. 
Jepson-Murray Adv., 309 Seymour Ave. 
Lamas Agency, 303 W. Kalamazoo 


Midland 
Church & Guisewite Adv., 121 McDonald St. 


Pontiac 
Wm. G. Lenhard Adv., Box 2041 


Port Huron 
Bullard Agency, 219 Court 


Royal Oak 


Burke Lartlett Co., 2608 N. Woodward 
Howell & Young Adv., 4434 N. Woodward 


Saginaw 


Campbell & Williams, 27 Jarvis-Yawkey 
Court 

Parker Adv., 112 N. Michigan Ave. 

Price, Tanner & Willox, 1105 S. Jefferson 

Whipple & Black Adv., 800 S. Park 


St. Joseph 


Gascoigne & Owen, 505 Pleasant St. 
Netedu Adv., 816 Ship St. 


Wyandotte 

Hal Sonenberg Adv., 12054 Fort St. 

Zeeland Adv., 407 W. Washington 

Ohio Adv., 2300 Payne Ave. 

Ellen Robertson Adv., 809—The Arcade 

Brad Wright Smith Adv., 1900 Euclid Bldg. 

Stepien, Carr Adv., 2108 Payne Ave. 

Nelson Stern Adv., 2108 Payne Ave. 

Sweeney & James Co., 1501 Euclid Ave. 

Ray Taylor & Assoc., 633 Huron Rd. 

Paul Warren Adv., 638 National City Bank 
Bldg. 

Wellman, Buschman Co., 508 Public Sq. 
Bldg. 

Will, Inc., 1276 W. Third St. 

Frank M. Wulf Assoc., 417 Cuyahoga Sav- 
ings Bldg. 

Wyse Adv., 3030 Euclid Ave. 

John Yezbak & Co., 3214 Prospect Ave. 


general manager and sales manager. 
The station is represented nationally 
by Blair-Tv. 

WKRC-TV, at 8th and Broadway, went 
on the air April 4, 1949. It is owned 
by the Cincinnati Times-Star Co., pub- 
lishing firm principally 
owned by the Taft family. The station 
telecasts on 316 kw visual and 158 kw 
aural power. Executives include Hul- 
bert Taft Jr. president, David G. Taft, 
executive vice president and general 
manager and Roger B. Read, general 
sales manager. It is represented na- 
tionally by The Katz Agency. 

wLw-T, 140 W. Ninth St., is owned 
by the Crosley Broadcasting Corp., 
which is 100 per cent owned by Avco 
Manufacturing Co. The station tele- 
casts on 100 kw visual and 50 kw 
aural power. It is a primary NBC-TV 
affiliate. 

James D. Shouse is chairman of the 
board, Robert E. Dunville president 
and general manager and James J. 
“Steve” Crane sales manager. Crosley 


which is 


Broadcasting Co. represents the station 
nationally. 


Ideal Location 


Clevelanders claim “the best loca- 
tion in the nation” for their city, 
pointing with considerable pride to the 
fact that it is the center of a 500-mile 
radius in which 57.5 per cent of the 
population of the United States lives. 

One of the nation’s largest manu- 
facturing centers, the city is the home 
of some 3,258 factories. Most of its 
industry is based upon the production 
of iron and steel and the precision 
manufacture and fabrication of these 
and other metals. Value of its products 
is estimated at about $4 billion an- 
nually. The city is blessed with ideal 
rail and air transportation facilities in 
addition to being an important lake 
port. 

Total population of the Cleveland 
metropolitan area is estimated at 1,- 
666,000 and effective buying income 
is nearly $4 billion. 

The city is served by three tele- 
vision stations, KYW-TV, chan. 3; 
wews, chan. 5, and wJw-Tv, chan. 8. 

KYW-TV, at 815 Superior Ave., is one 
of the Westinghouse Broadcasting Co. 
stations. The call letters KYW-TV were 
first used in February 1956 after West- 
inghouse traded its wPTz Philadelphia 
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for NBC-TV’s wnsk Cleveland. The 
call letters came from the Westing- 
house radio property KYW. WNBK went 
on the air in Cleveland Oct. 31, 1948 
on channel 4. The channel was moved 
to 3 in 1954, when the station dedi- 
cated its new 100 kw transmitter. 


Seaway Important 


Looking ahead to the brightest of 
futures for the area and Kyw-Tv, Rol- 
land V. Tooke, vice president of West- 
inghouse and general manager of the 
station, says: “Enhanced by the devel- 
opment of the St. Lawrence Seaway, 
Cleveland is destined to become the 
nation’s ‘seaway city.” Marked by aug- 
mented trade relationships internation- 
ally as well as nationally, the steady 
rise of population and industry com- 
plemented by an economic and cul- 
tural boom the city of Cleveland is 
in the midst of grooming itself as the 
key industrial city of the world. Tele- 
vision. and its constant struggle to 
serve in the public’s ‘interest, conven- 
ience and necessity’ will play a vital 
part in the coalition of the city’s in- 
evitable growth.” 

KYW-TV operates on 100 kw visual 
and 50 kw aural and covers an area 
estimated to contain around 1,200,000 
black and white and 4,600 color sets. 
Nationally the station is represented 
by Peters, Griffin and Woodward. Al- 
bert P. Krivin is commercial manager. 

wews, Euclid at East 30th, began 
operating Dec. 17, 1947. The control- 
ling interest in the station is owned by 
Scripps-Howard Radio. Operating 
power is 100 kw visual and 50 kw 
aural. Coverage is estimated at more 
than 1,200,000 black and white sets. 
The station is an ABC-TV affiliate. 

James C. Hanrahan is general man- 
ager and John H. Foley local sales 
manager. Blair-Tv represents the sta- 
tion nationally. 

WJw-Tv, at 1630 Euclid Ave., began 
operating Dec. 17, 1949 with the call 
letters WXEL. The station was owned 
by the Empire Coil Co., of which Mr. 
Herbert Mayer was owner and presi- 
dent. In October, 1954, the station 
was sold to the Storer Broadcasting 
Co. and in 1955 became affiliated with 
CBS.-TV. 

On April 15, 1956, when the sta- 
tion moved into the new building on 
Euclid avenue, the call letters were 
changed to wJw-Tv. It telecasts on 316 
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A view of the Republic Steel Corp. facilities in Cleveland. In the joreground are 


the Westside Blast furnaces; across the Cuyahoga River, marked by ore unload- 


ing machinery, is the Cleveland District Steel Plant. 


kw visual and 191 kw aural power. 
Coverage is estimated at 1,200,000 
black and white sets. George B. Storer 
is president of the company, Ben Wick- 
ham managing director and Peter 
Storer general sales manager. The 
station is represented by the Katz 
Agency. 

Columbus, capital of Ohio, is the 
third largest city in the state, with an 
estimated metropolitan population of 
621,900 and an estimated buying in- 
come of $1.3 million. More than 800 
widely diversified factories are located 
in the area and thousands of commer- 
cial establishments make the city a 
trade center. 

In average consumer spendable in- 


come Columbus ranks high with $7,296 
per family and $2,167 per capita. This 
compares with $7,670 for Cleveland 
and $7,496 for Toledo, the only two 
cities in the state which have a greater 
effective buying power. 

Columbus has three television sta- 
tions, WBNS-TV, chan. 10; wLw-c, chan. 
4, and WTvN-TV, chan. 6. 

wBns-TV, at 33 North High St.. went 
on the air Oct. 5, 1949. Owned by The 
Dispatch Printing Co. publishers of 
the Ohio State Journal and the Colum- 
bus Dispatch, the station has grown 
steadily to its present importance. The 
station operates on 219 kw visual and 
123 kw aural power and is currently 
bringing that up to 316 kw. The station 





Film Producers 


MICHIGAN 
Detroit 


Film Assoc. of Michigan, 4815 Cabot 

Florez, Inc., 815 Bates 

The Jam Handy Organization, 2821 E. 
Grand Blvd. 

Rector-Pearce Studio, 8226 Second Blvd. 

Haford Kerbawy, 554 Buhl Bldg. 

Movidon Pictures, 2148 Gratiot 

Regan Films, 19730 Ralston 

Soundfilm, 4815 Cabot 

Special Recordings, Inc., 138 Duffield St. 

Telekon, 15517 Roselawn 

United Sound Systems, 5840 Second 

Video Films, 1004 E. Jefferson 


Wilding Pictures, 4925 Cadieux 
Wilding-Henderson, 13535 Livernois 


OHIO 

Cleveland 

Productions on Film, 1515 Euclid 

Cinecraft Productions, 2515 Franklin 

Columbus 

National Programming Service, 4614 Norton 
Lane 

Dayton 

Film Associates, 4600 South Dixie 

Johnson-Sabitino 

Lima 

Austin Productions, 232 N. Main St 
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serves an area estimated to have more 
than 500,000 receivers. It is a CBS-TV 
primary affiliate and is represented 
nationally by Blair-Tv. 

Speaking of the future of the 
Columbus and central Ohio market 
Richard A. Borel, director of WBNS-TV, 
says: “Columbus’ growth in popula- 
tion and industry has been steady dur- 
ing the past ten years. The addition 
to the central Ohio scene of such in- 
dustries as Westinghouse Appliances, 
Ternstedt Division of General Motors, 
North American Aviation and the cur- 
rent building program which will 
bring Western Electric and a Sears 
Roebuck midwest center, will make for 
increased population and _ purchasing 
power. This picture is obviously a 
healthy one for television in our area.” 

Robert D. Thomas is sales director 
for the station. 

WLw-c, 3165 Olentangy River, went 
on the air April 4, 1949. It is one of 
the Crosley Broadcasting Co. stations, 
which are owned by the Avco Mfg. Co. 
The station telecasts with power of 100 
kw visual and 50 kw aural to an area 
estimated to include more than 500,- 
000 b&w and 2,000 color receivers. 
James Leonard is vice president and 
general manager and Gregory Lincoln 
sales manager. The station is repre- 
sented nationally by Crosley Broad- 
casting Co. 

WTVN-TV, 753 Harmon Ave., went on 
the air in September 1949. Edward 
Lamb Enterprises, which owned the 
station under the corporate name Pic- 





The Tyler-Davidson fountain domi- 
nates Fountain Square in Cincinnati. 
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ture Waves, Inc., operated the facility 
until March 1953 when it was pur- 
chased by wrvn, Inc., owned by Radio 
Cincinnati. Stockholders include the 
Cincinnati Times-Star Co., (90%). 
The station became an ABC-TV affili- 
ate in the fall of 1954. J. W. McGough, 
general manager of WTVN-TV, in speak- 
ing of the importance of television to 
the Columbus market, says: “Colum- 


bus is a dynamic city whose destiny 
foretells continuous, sound economic 
growth. To meet the complex problems 
incident with this growth, television 
and particularly WTVN-TV must be pre- 
pared to meet this surge with every 
programming facility available. News, 
special event and public service pro- 
grams will bear the burden of main- 
taining a well-informed public and 





OHIO MARKET DATA BY COUNTIES 


—Effective Buying Income— Total 
Net Retail Auto- 
a Dollars Per Per Sales Food motive ——- 
Counties ulat ($000) Capita Family ($000) ($000) ($900) ($000) 
Adams. ... 21.9 21,992 1,004 3,282 16,019 3,300 3,435 300 
Allen - 99.3 174,516 1,757 5,837 133,040 29,464 22,388 3,390 
Ashland... 36.1 60,204 1,668 5,328 43,553 8,435 9,128 1,141 
Ashtabula 86.1 145,259 1,687 5,481 132,141 30,033 23,064 2,799 
Athens... . 46.3 58,615 1,266 4,689 2,066 3,041 10,996 1,361 
Auglaize 34.1 50,656 1,486 4,966 41,840 2,403 8,903 752 
Belmont 89.2 122,792 1,377 4,582 5,328 5,451 13,312 1,812 
Brown. ... 23.7 25,264 1,066 3,461 19,694 1,879 1,903 
Butler . 170.5 316,817 1,858 6,479 218,182 48,220 40,588 5,681 
Carroll... .. 20.4 26,840 1,316 4,549 15,706 4,159 2,799 283 
Champaigr 28.8 42,754 1,485 4,858 31,367 6,551 6,536 960 
Clark eK 124.1 225,477 1,817 5,981 166,335 38,304 31,533 5,538 
Clermont. . . 7.9 63,655 1,329 4,613 54,787 13,635 11,613 1,684 
Clinton 28.0 42,164 1,506 4,903 35,033 7,243 8,299 702 
Columbiana 108.0 170,361 1,577 5,226 129,914 32,951 24,996 5,055 
Coshockton 35.0 54,303 1,552 4,937 35,597 8,033 5,973 1,065 
Crawford. . . 41.9 67,615 1,614 5,122 57,003 11,374 12,114 1,342 
Cuyahoga 1,551.0 3,617,528 2,332 7,735 2,247,897 549,318 382 , 082 85,930 
Darke Me 45.0 62,566 1,390 4,567 52,154 10,592 11,423 899 
Defiance 28.4 46,670 1,643 5,491 43,171 11,673 885 
Delaware... 32.7 52,978 1,620 5,758 30,502 6,619 6,099 602 
Erie Ne 58.8 103 , 365 1,758 5,743 83,455 20,428 16,025 3,089 
Fairfield 56.9 87 , 282 1,534 5,07 61,97 15,260 10,808 1,995 
Fayette. . . 24.6 35,037 1,424 4,550 32,702 6,252 4,990 610 
Franklin 621.9 1,347,551 2,167 7,296 865,049 188,811 147 ,888 30,988 
Fulton. . 28.0 41,584 1,485 5,010 38,702 905 10,824 706 
Gallia... 25.4 23,797 937 3,552 15,990 3,962 3,308 318 
Geauga . . 31.6 56,242 1,780 6,617 32,415 8,090 6,628 72 
Greene... . 69.7 135,944 1,950 6,797 74,026 17,172 19 2,322 
Guernsey. . . 39.2 47,739 1,218 4,115 35,985 8,805 969 818 
Hamilton... . 23.8 1,651,893 2,005 6,300 1,144,191 262,279 198,377 37 , 360 
Hancock 52.2 85,766 1,643 5,045 60,903 12,496 13,173 1,511 
Hardin... . 30.7 41,846 1,363 4,500 28,257 6,830 990 618 
Harrison 19.5 27,256 1,398 4,699 15,560 4,160 3,068 77 
Henry. . 23.1 35,111 1,520 5,016 33,284 7,663- 5,432 634 
Highland 30.8 36 ,685 1,191 , 480 7,399 5,259 749 
Hocking 23.6 27 , 826 1,179 4,153 21,351 4,764 4,500 603 
Holmes . 20.5 23,092 1,126 4,199 13,886 3 2 328 
Huron. ..... 43.8 69,207 , 580 5,283 50,220 10,659 11,708 1,653 
Jackson . 30.8 ’ 1,133 4,057 29,122 ¥ 5,743 
Jefferson 99.1 172,370 1,739 6,112 133 ,827 37,293 19,325 3,299 
Knox. .. .6 61,034 1 5,172 42, 9,324 10,420 1,003 
Lake. . 115.0 230, 2 6,785 141,059 35,034 22,526 4,232 
Lawrence 52.9 65,933 1,246 4,425 43,79 13,025 8,542 973 
Licking 77.4 127,618 1,649 5,317 96,535 23,359 16,854 2,586 
n 33.6 48,359 1,439 4,520 46 ,680 11,218 8,534 73 
Lorain. 194.0 373,929 1,927 6, 226,709 59,071 44,652 6,445 
Lucas. . 166.1 1,065,190 F a 610,891 138,851 106 ,606 23 , 057 
Madison 24.1 35,185 , 460 5,413 , 896 6,024 8,957 
Mahoning 286.1 558,708 1,953 6,958 402,490 102,47 63,635 10,640 
Marion. . 56.8 91,505 1,611 5,229 75,602 16,005 13,206 2,218 
Medina 3 79,364 1,714 5,669 58,827 13,312 13,313 1,691 
Meigs. . 23.8 27,348 1,149 3,907 20,634 4,613 5,308 612 
Mercer. 31.5 47,389 1,504 5,385 39,924 6,548 8,358 564 
Miami 68.0 116,370 a, Zan 5,489 89,318 20,397 18,837 2,263 
Monroe 15.4 15,036 3,341 9,75 2,068 1,253 9. 
Montgomery 167.9 1,001,856 2,141 7,21 667 , 085 151,972 120,856 23,203 
Morgan 13.3 14,927 1,122 3,641 12,141 2,332 2,632 277 
Morrow 18.5 22,298 1,205 4,129 14,459 2,827 3,286 123 
Muskingum 80.3 121,503 1,513 4,980 89,063 20,586 16,219 3,395 
Noble a> 11.7 13,002 1,111 3,715 10,033 1,306 2,539 187 
Ottawa 33.2 62,267 1,876 6,227 38,800 9,243 9,816 658 
Paulding 15.6 20,905 1,340 4,448 15,036 2,570 3,366 232 
erry... . 29.5 34,873 1,182 4,103 22,722 6,361 4,577 431 
Pickaway 31.2 40,039 1,283 5, 32,109 5,796 6,249 738 
Re . 25.8 22,131 3,162 17,580 4,324 3,993 426 
Portage 71.9 121,863 1,695 6,093 95,992 25,822 22,061 2,689 
Preble . 30.7 46,901 1,528 5,211 25,877 5,301 4,476 523 
Putnam. 27.3 39,199 1,436 5,091 27,018 4,728 5,650 524 
Richland 104.4 198,739 1,904 6,432 144,734 41,280 25,806 3,623 
Ross... . 60.1 79,929 1,330 4,758 59,676 14,964 12,547 1,697 
Sandusky... 48.8 81,709 1,674 5,139 72,114 14,527 14,560 1,446 
Scioto. ‘ 107.1 141,350 1,320 4,516 93,653 22,343 18,286 2,296 
Seneca. . 58.4 92,366 5,370 66 , 498 15,035 12,156 1,980 
Shelby . 31.7 42,638 1,345 4,738 35,940 9, 6,878 781 
Stark. ..... 316.8 563,705 1,779 6,061 422,376 107 , 266 ,046 11,680 
Summit. ... 484.0 937,119 1,936 6,454 657,394 158,477 125,102 21,119 
Trumbull 179.3 318,785 1,778 6,202 217,594 58,274 37,528 20 
uscarawas. 75.5 112,662 1,492 4,898 92,021 22,161 21,565 2,132 
Union. . , as 22.0 30,734 1,397 4,587 28,937 4,799 5,620 613 
Van Wert... . 29.0 48,599 1,676 5,283 29,864 7,059 5,962 733 
Vinton... .. 11.2 9,647 3,445 6,690 1,714 617 132 
Warren. ... 49.9 74,385 1,491 5,238 52,108 13,167 9,375 1,025 
Washington 46.9 60,020 1,280 4,168 50,623 11,769 7,934 1,605 
Wayne...... 65.4 102,737 1,571 5,584 78,668 15,788 16,641 2,192 
Williams 28.3 45,576 1,610 5,064 31,062 6,596 es 892 
Oe > . 6.3 111,989 1,715 5,925 64,017 15,739 17,916 1,579 
| ee: 32,589 1,502 5,014 24,361 4,792 5,081 698 
The figures in the above table are reprinted with permission of Sales M iM the copyright 


owners, from the May 1957 Survey of Buying Power; further reproduction not licensed. 
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The Ohio State University Stadium at Columbus. Attendance of as many as 
100,000 persons has been recorded at some of the Buckeye home games 


averting resistance coincident with this 
expansion.” 

WTVN-TV operates on 100 kw visual 
and 50 kw aural. Coverage area in- 
cludes more than 500,000 sets. Robert 
Wiegand is assistant general manager 
and national sales manager. The Katz 


Agency represents the station nation- 
ally. 

Founded in the latter part of the 
eighteenth century, Dayton has had a 
steady growth, early becoming an im- 
portant industrial city. It was here that 
the Wright brothers made their first 


experiments in aviation which led to 
the first airplane flight in 1903 at Kitty 
Hawk, N. C. It is still a center of avia- 
tion research, as well as of widely 
varied manufactured products. Value 
of manufactured products in 1956 is 
estimated at $1.2 billion. As of January 
1957 the city claims 44th place in the 
nation in population, 37th in retail 
sales, 36th in food store sales, 35th in 
drug sales, 32nd in general merchan- 
dise sales and 17th in_ per-family 
income. 

Dayton, with some 637,600 persons 
in its metropolitan area, has an esti- 
mated effective buying income of 
$1,138 million. 

The area is served by two television 
stations, WHIO-TV, chan. 7, and WLW-D, 
chan. 2. 

WHIO-TV went on the air Jan. 26, 
1949 on channel 13. In 1953 this was 
changed to channel 7, its present facil- 
ity. The station, located at 1414 Wil- 
mington avenue, is owned by the 
Miami Valley Broadcasting 
which has the same stockholders as the 


Corp., 


Dayton Daily News and Journal Her- 
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Rich, populous Central Ohio is 
growing at an even faster rate 
than the U. S. Between 1950 and 
1960 spendable income will more 
than double, retail sales will be 
up 86%. A market on the move. 


Index Numbers of Population, 
Effective Buying Income and Retail Sales, 
Columbus, Ohio and U. S. 

1950 - 1956 - 1960 
1950 = 100 

Population E. B. I. Retail Sales 
Yeor U.S. Cols. U.S. Cols. U.S. Cols. 
1950 100 100 100 100 100 100 
1956 112 123 139 160 134 150 
1960 118 135 169 206 158 186 


Source: Sales Management 


More Central Ohioans Watch 
WBNS-TV. Pulse offers the proof. 
Good availabilities, including choice 
full minutes. Ask Blair TV. 

Top 120 programs January thru 
August, 1957, Columbus, Ohio 
WEBNS-TV 98 
Station B 6 
Station C 16 





If you want to be seen in Central Ohio 





WEBENS © TV 


CBS TELEVISION IN CENTRAL OHIO. AFFILIATED WITH THE COLUMBUS DISPATCH, 
THE OHIO STATE JOURNAL, AND WBNS RADIO 
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ald. President is James M. Cox Jr., 
general manager is Robert H. Moody 
and assistant general manager Harvey 
R. Young Jr. Walter E. Wolaver is 
commercial manager. 

WHIO-TV telecasts on 200 kw visual 
and 100 kw aural power covering an 
area which includes around 500,000 
receivers. It is a CBS-TV primary affili- 
ate. George P. Hollingbery represents 
the station nationally. 

WLW-D is located at 4595 South 
Dixie highway. It opened March 15, 
1947 and from the first has pioneered 
in sports and live programming. It is 
owned by Crosley Broadcasting Co., a 
subsidiary of Avco Mfg. Co. 

WLW-D telecasts on 100 kw visual 
and 50 kw aural power. An ABC-TV 
affiliate it carries some NBC-TV pro- 
grams as well. It covers an area esti- 
mated to include around 500,000 sets. 
The station is represented nationally 
by Crosley Sales. Robert E. Dunville 
is president, George J. Gray is general 
manager and Dale A. Smith sales 
manager. 


Growth Assured 


Lima, Ohio, county seat of Allen 
county, has a population within its 
metropolitan area of 99,300 and an 
effective buying income of $175 mil- 
lion. It is a trading center for a 10- 
county area, which includes some 
20,000 farms, an important oil indus- 
try which has been active since oil was 
first discovered in 1885, and 1,000 or 
more manufacturing plants. 

Television station in Lima is WIMA- 
Tv, which went on the air in April 
1953 with the call letters WLOK-TV, 
operating on channel 73. In 1954 the 
channel was changed to 35 and the call 
letters to wiMA-Tv. At that time tele- 
casting hours were extended from 6 
p-m. to 10 p.m. to 2 p.m. to midnight. 
The station now carries network pro- 
grams from all three networks and 
begins its broadcast day at 9 a.m. 

“The growth of the area has obvi- 
ously been assured through the addi- 
tion of a new Ford Plant which is 
producing Edsel engines, plus the ex- 
pansion of practically every industry 
in the market,” says J. L. Spring, sales 
manager. From the major steps that 
television has taken in the past couple 
of years it is very evident that televi- 
sion is growing right along with the 
market.” 
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The station, located at 1424 Rice 
avenue, telecasts on 16.2 kw visual and 
9.55 kw aural. It is owned by George 
E. Hamilton, president (50%) and 
Robert W. Mack, general manager 
(42.74%). Nationally the station is 
represented by H-R Television. 

Steubenville is located in the very 
heart of the upper Ohio valley, on the 
bank of the river where the three 


states, Ohio, West Virginia and Penn- 
sylvania, are only a few miles apart. It 
is one of the world’s richest steel and 
coal areas. 

Today Steubenville has 36,800 peo- 
ple and an estimated buying power of 
$76 million, while the Steubenville- 
Wheeling, W. Va., metropolitan area 
has 358,700 people and a_ buying 
power of $583 million. The per capita 





Ohio Advertising Agencies Handling Television 


Akron 


Akron Adv. Assoc., 65 W. State St. 

Fred Bock Adv., 2nd Ntl. Bank Bldg. 

Brown Adv., Everett Bldg. 

Butler Adv., 2848 Shade Rd. 

Ralph Gross Adv., 220 W. Market St. 

Jessop Adv., 85 W. State St. 

Norman Malone Assoc., 161 Ash St. 

McDaniel-Fisher & Spelman, 1310 First Ntl. 
Tower 


Ashland 
Joseph M. Gapstur, 636 Orange St. 


Athens 
Athens Adv., 76 Columbia Ave. 


Bedford 
Penn & Hamaker, 653 Broadway 


Canton 

Rex Farrall, 2817 Third N. W. 

Frease & Shorr Adv., 526 Fourth St., N. W. 

Huffman & Co., Hill & Dale Rd. 

H. M. Klingensmith Co., 2601 Cleveland 
Ave. 


Ted Witter Adv., 2519 Cleveland Ave. 


Cincinnati 

Robert Acomb, 444 East 5th 

Associated Advertising, 612 First National 
Bank Bldg. 

Eli Cohan Adv., 1423 E. McMillan St. 

Compton Ady., Keith Bldg. 

Dinerman & Co., 509 Race 

Farson, Huff & Northlich, 700 Terrace Plaza 

Flaig Adv. & Pub., 1131 Enquirer Bldg. 

Guenther, Brown & Berne, 1418 Enquirer 
Bldg. 

Haehnle Adv., 2199 Victory Pkwy. 

William F. Holland, 2530 Auburn Ave. 

Ralph H. Jones, 3100 Carew Tower 

Kammann-Mahan, Enquirer Bldg. 

Keeler & Stites Co., 3001 Carew Tower 

L. F. McCarthy & Co., 712 Provident Bank 
Bldg. 

Midland Adv., First National Bank Bldg. 

Chester C. Moreland Co., 1104 Times Star 
Bldg. 

Louis D. Mueller, Union Central Life Bldg. 

Richard F. Peck Adv., 410 Mercantile 
Library Bldg. 

Penn & Hamaker, 1720 Section Rd. 

Rand-Ries Adv., Times Star Tower 

Jack M. Reiss Adv., Hotel Alms 

Robbins Adv., 505 Elm St. 


Rollman Adv., Tracy Bldg. 

Frederic G. Rottmund, 7651 Old Georgetown 
Rd. 

Rowe & Wyman Co., 3800 Reading Rd. 

Ruthrauff & Ryan, Carew Tower 

Wm. Savage & Co., 805 Fountain Sq. Bldg. 

Si Shulman Ady. & Pub., 805 Vindonissa 
Bldg. 

Leonard M. Sive & Assoc., 710 Broadway 

Stockton, West, Burkhart, 1300 First Na- 
tional Bank Bldg. 

Strauchen & McKim Ady., 6 E. 4th St. 

J. Walter Thompson Co., 3620 Carew Tower 

Wayne Adv., Second National Bldg. 

Wilson Adv., 3418 Delta Ave. 

Wise Adv. & Pub., Keith Bldg. 


Cleveland 


Allied Advertising, 1302 Ontario 

Baisch Adv., 905-1010 Euclid Bldg. 

Baker & Baker & Assoc., 651 Hippodrome 

T. H. Ball & Son, 850 Euclid Ave. 

C. M. Basford Co., Leader Bldg. 

Bayless-Kerr Co., 1166’ Hanna Bldg. 

BBDO, 1050 Terminal Tower Bldg. 

Beaumont & Hohman, NBC Bldg. 

Ralph Bing Adv., 2063 E. 4th St. 

Henry P. Boynton Adv., 1514 Prospect Ave. 

Bracy & Bracy, 1030 Euclid Ave. 

Richard T. Brandt, 1510 Keith Bldg. 

Herb W. Buerger Adv., 812 Huron Rd. 

Burtop, Inc., Citizens Bldg. 

Carpenter Adv., 1220 Huron Rd. 

Carr Liggett Adv., 815 Superior Ave. 

Crier Adv., 1836 Euclid Ave. 

D’Arcy Advertising, Terminal Tower Bldg. 

Lee Donnelley Co., Union Commerce Bldg. 

John Duffy Co., 1836 Euclid Ave. 

Duffy & Wilson Co., 1222 Prospect Ave. 

Foley Adv., NBC Bldg. 

Foster & Davies, 2116 Keith Bldg. 

Fuller & Smith & Ross, 1501 Euclid Ave. 

Gates-Bourgeois Adv., 3513 Prospect Ave. 

W. N. Gates Co., 1148 Euclid Ave. 

Gerst, Sylvester & Walsh, 2536 Euclid Ave. 

Helen Gordon Adv., 704, The Arcade 

Gregory-House Adv., 2157 Euclid Ave. 

Grider Adv., 3030 Euclid Ave. 

Griswold-Eshleman Co., 1410 Terminal 

Tower 

C. D. Heiser Adv., 2424 Euclid Ave. 

John B. Hickox, 1900 Euclid Ave. 

Edward Howard & Co., Union Commerce 

Bldg. 

Howe Adv., 14617 Caldwell Ave. 

Hubbell Adv., 1990 Euclid Ave. 
(Continued on page 66) 














I~: 


15 top shows 


PULSE-AUGUST 


Gl 


eworle got cl 


PULSE- SEPTEMBER 





ver 


we) gph tl 
pe hjal aaa 


en 


Twice in a Row, and We Don’t Do it with Mirrors! 


To get action on your sales message, what’s more logical than to put it on the 
station that people are looking at? Here in the fat Miami Valley Market, says 
Pulse, that station is WHIO-TV. We’ve a double header Pulse rating of 15 out 
of 15 for August and September. We had 15 out of 15 last December—and 
never less than 13 of 15 in the meantime! 

Get Pulse and ARB ratings, market data and availabilities from re*-Pulse-ive 
George P. Hollingbery, Nat'l Rep. 


* for “repetitive” 


One of America’s 
great area stations 


CHANNEL # DAYTON, OHIO 
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buying power in the city is $2,066 
while the per family buying power is 
$7,105. 

The Steubenville television station 
is wsTv-Tv, chan. 9. It began regular 
programming Dec. 24, 1953 and 
the next year began using maximum 
power of 234 kw visual and 117 kw 
aural. An 881-foot tower was built and 
the station moved into its large mod- 
ern studios in November 1954. Station 


coverage includes an area estimated at 
more than a million receivers. 

Talking about the Steubenville area 
John J. Laux, executive vice president, 
says: “It can truthfully be said that the 
upper Ohio valley is one of the fastest- 
growing industrial areas in the United 
States today.” 

Mentioning some of the new indus- 
tries in the area Mr. Laux continues: 
“Olin Mathieson Corp. is right now 





Ohio Agencies (Continued from page 64) 


Humphrey, Prentke & Assoc., 11406 Euclid 
Ave. 

Jayme Organization, 3091 Mayfield Rd. 

Fred G. Knapp & Assoc., 1435 Clarence Ave. 

Ann Koblitz Adv., Chester-12th Bldg. 

Clifford A. Kroening, 2157 Euclid Ave. 

Lang, Fisher & Stashower, 1010 Euclid Ave. 

Leech Adv., 615 Hanna Bldg. 

Lustig Adv., 789 Old Arcade 

Malcolm Adv., 316 Marion Bldg. 

Marcus Adv., 2108 Payne Ave. 

McCann-Erickson, 335 Euclid Ave. 

Meermans, NBC Bldg. 

Meldrum & Fewsmith, 1220 Huron Road 

Nesbitt Service Co., Hanna Bldg. 


Columbus 

Advertising Associates, 345 E. Hudson 

Barcroft Publicity & Advertising, 16 E. 
Broad St. 

Blum & Bruce Adv., 203 E. Broad St. 

Byer & Bowman Adv., 66 S. Sixth 

C. K. Carroll & Co., 2130 Arlington 

Richard Conn, 1271 E. Broad 

Dodsworth, Falck & Hutchison, 700 E. Broad 
St. 

Green Adv., 2657% Cleveland 

Hameroff Adv., 165 North High 

Holmes & Macdonald, 50 E. Broad 

Humphreys Adv., 1395 Grandview 

Kelly & Lamb, 897 Higgs 

Kersker, 746 Grandview 

Ketchum, MacLeod & Grove, 8 E. Long 

Kight Adv., 118 North 3rd 

R. W. Knopf & Co., 8 E. Long 

Cye Landy, 929 E. Broad 

Elliot A. Lovell Adv., 310 E. Hudson 

The Matthew Advertising Co., 589 E. N. 
Broadway 

Harry M. Miller, 595 E. Broad 

Maurice Mullay, 1474 Grandview 

Mumm, Mullay & Nichols, 33 North Grant 

Ohio Newspaper Services, 198 South High 

Pixley Advertising, 402 Mt. Vernon 

Radow Advertising, 494 City Park 

John F. Royer, 50 E. Broad 

Shopping Center Promotions, 42 S. 4th St. 

Warner P. Simpson Co., 873 Williams 

Robert F. Slatzer Adv., 16 E. Broad 

Southeastern Adv. Sales Syst., 22664 E. 
Main 

John Stover Adv., 4416 North High 

Watkins Adv., 322 E. Hudson 

Weimer Organization, 51 North High 

Wheeler-Kight & Gainey, 975 South High 
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Dayton 

Advertising & Merchandising, 1100 Ameri- 
can Bldg. 

Richard Baird Adv., 225 N. Wilkinson St. 

Bridges Sharp & Assoc., 407 Callahan Bldg. 

Joseph B. Deady Adv., 2242 Emerson Ave. 

Film Assoc., 4600 S. Dixie Drive 

Sylvan Fred Adv., 331 Third National Bldg. 

Geyer Adv., 3rd National Bldg. 

Grant Adv., Hulman Bldg. 

Don Kemper Co., 850 S. Patterson Blvd. 

Kircher, Helton & Collett, 2600 Far Hills 

Cye Landy Adv., 384 W. First Ave. 

Emerson H. Mook, 428 Salem Ave. 

Hutlzer & Long, 371 W. First St. 

Leonard Adv., 108 S. Main St. 

Murphy & Lang, 402 Harries Bldg. 

Parker Adv., 11 W. Monument Bldg. 

Penny & Penny Adv., 384 W. First St. 

Valdhere Co., 2600 Far Hills Ave. 

Wagenseil, Hugo & Assoc., Talbott Bldg. 

Weber, Geiger & Kalat, 4 S. Main St. 

Yeck & Yeck Adv., 349 W. First St. 

G. W. Young, 25 S. Main St. 


Lima 
Central Adv., 111 W. North St. 
Austin Productions, 2324 N. Main St. 


Central Adv., 109 W. North St. 
W. J. Fritsche Co., 1559 Allentown Rd. 


Mansfield 
Coleman Todd & Assoc., 248 Park Ave. 
Odell & Assoc., 462 W. Park Ave. 


Marion 
H. Swink Adv., 372 E. Center St. 


Toledo 

Faller Agency, 4528 Monroe St. 

Barton Alexander Adv., 2975 N. Reynolds 
Rd. 

Beeson-Reichert, Toledo Trust Bldg. 

Blaco Adv., 232 Superior St. 

Boxley Adv., 2630 Holland-Sylvania Rd. 

Charles F. Dowd, 413 Richardson Bldg. 

Miller Agency, 2144 Madison 

Moore & Bellows, 2234 Hollywood 

Norman, Craig & Kummel, 608 Madison 
Ave. 

Phillipps-Thackeray Adv., 112 E. Woodruff 

Slayton-Racine, 515 Madison Ave. 

Jack Solon Assoc., 518 Jefferson Ave. 

United States Adv. Corp., 520 Madison 

Ray Vickerstaff Adv., 5315 Monroe St. 

Wendt Adv., 1060 Spitzer Bldg. 


constructing a $231 million aluminum 
plant which is presently employing 
4,500 skilled workers and, when com- 
pleted, will employ steadily about 
5,000 persons. Titanium Metals Corp. 
of America is developing a new plant 
in Toronto, Ohio, and it is expected 
that this will be one of the largest 
producers of titanium in the United 
States. The Ohio Power Co. is invest- 
ing $67 million in new buildings and 
equipment this year for increased gen- 
erating facilities to serve the needs of 
the new industries.” 

“wsTv-Tv is the only vhf station 
allocated to eastern Ohio. . . . Since its 
inception in 1953 wstv-Tv has kept 
pace with the phenomenal growth of 
the upper Ohio valley and plans future 
expansion to continue to adequately 
serve this vast growing industrial 
area.” 

WSTV-TV is located at 428 Market St. 
and is a primary CBS-TV affiliate with 
some ABC-TV programs. Joseph M. 
Troesch is assistant general manager. 
Avery-Knodel represents the station 
nationally. 

Toledo, important industrial center 
and port, has an estimated 466,100 
population and effective buying income 
estimated at $1,065 million. It ranks 
ninth in total tonnage of U. S. ports 
and is the world’s leading coal loading 
port, it is the leading soft winter wheat 
market, is the world’s principal center 
in the glass industry, and is the home 
of Libbey-Owens-Ford Glass Co. and 
the largest bottle and glass container 
company in the world, Owens-Illinois 
Glass Co. It is the home of Champion 
Spark Plug Co., largest spark plug 
plant, has the largest industrial feed 
mill in the world, the largest scale 
factory, builds more presses and dies 
for the auto industry than any other 
city, has the largest and oldest spice 
house in America and is the home of 
the largest stamping factory in the U.S. 

Speaking of the city Allen L. Haid, 
vice president and managing director 
of the city’s tv station, WSPD-Tv, says: 
“The future of Toledo, all of north- 
western Ohio, and television, looks 
greater than ever before. In our cover- 
age area are located the finest of farm- 
ing country, all types of diversified 
industry, complete transportation fa- 
cilities of all kinds, and with the devel- 
opment of the St. Lawrence seaway 
project Toledo will be able to accom- 
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SPeeDy’s Assets... 


1. BILLION DOLLAR 


SINGLE STATION MARKET 


2. DIVERSIFIED INDUSTRY 


KNOWN THE WORLD OVER 
AUTOMOTIVE . .. GLASS... SCALES .. . FOOD 


3. TRANSPORTATION CENTER 


. RAIL . 


4. PROGRESSIVE PLANNING 


In addition...... 


We provide an excellent territory for test marketing your product. 
The best of CBS network programing. 
Top Rated participating programs. 
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The Lear Co., Grand Rapids, is one of the nation’s principal producers of parts 
for jet planes. Here’s a view of the gyroscope assembly room at the plant. 


modate shipping from all over the 
world and will be known as the city 
that is ‘the key to the sea’.” 

wspp-Tv, chan. 13, 136 Huron St.. 
went on the air July 21, 1948. It was 
owned and operated by the Fort In- 
dustry Co. In 1951 the name was 
changed to Storer Broadcasting. The 
station operates on 316 kw visual and 
160 kw aural. Coverage is estimated at 
406,000 b&w receivers. George B. 
Storer is president and Bill Ashworth 
national sales manager. Nationally the 
station is represented by The Katz 
Agency. 


Youngstown Area 


The industrial center of Youngs- 
town has a metropolitan area popula- 
tion of 576,600 and an effective buying 
power estimated at $1,075 million. The 
city proper has an estimated 180,000 
persons. County seat of Mahoning 
county, Youngstown is only five miles 
from the Pennsylvania line. In the 
center of the steel and coal area there 
are 15 producing coal mines in Mahon- 
ing county. Four railroads and 69 mo- 
tor freight carriers serve the city. 

Two television stations are located 
in Youngstown, WFMJ-Tv, chan. 21, 
and WKBN-TV, chan. 27. 

WFMJ-Tv, -101 West Boardman, is 
owned by the Vindicator Printing Co. 
and others. The station began operat- 
ing March 8, 1953 and has power of 
175 kw visual, 87.5 kw aural. Coverage 


is estimated at around 200,000 sets. It 
is an NBC-TV affiliate. 

William F. Maag Jr. is president 
and Mitchell Stanley station and sales 
manager. Headley-Reed represents the 
station. 

WKBN-TV, 3930 Sunset Blvd., began 
operation Jan. 6, 1953, the first uhf 
station in the QOhio-Michigan area. 
Within the coveragé area the station 
estimates there are more than “one 
million persons, owning more than 
200,000 sets converted to uhf.” 

“The past has seen the 
Youngstown area blossom in diversi- 
fied industrial might,” says J. L. Bow- 
den, station manager. “The ‘steel area’ 
of the past has been the focus of 
growth in chemical, nonferrous metal, 


recent 


and other industries as well as acting 
as a crossroads in the transportation 
system linking a large interurban com- 
plex. Inasmuch as this is one of the 
fastest-growing industrial areas in the 
United States, television and radio 


‘must continue to play an ever-increas- 


ing role in this development.” 

WKBN-TV is a primary CBS-TV affil- 
iate. Warren P. Williamson Jr. is 
president and general manager. Paul 
H. Raymer Co. represents the station 
nationally. 

Zanesville, founded in 1797 at the 
juncture of the Muskingum and Lick- 
ing rivers by Ebenezer Zane, has 
grown until today it has an estimated 
4A,200 people and an effective buying 

















income of $74 million. The potential 
metropolitan area including all of 
Muskingum county has 80,300 persons 
and buying income of $122 million. 
Nate Milder, sales director of the 
city’s tv station, WHIZ-TV, says: “Small 
market tv is here to stay and adver- 
tisers are learning fast that they cannot | 
depend on power stations in large cities | 
far removed from adequate coverage. | 
Surveys indicate,” he points out, “that 
two-thirds of the audience consistently 
watches the local station with all other 
outlets splitting the remaining third. | 
WHiz-Tv has been operating profitably 
for three years and fully expects to 
continue to show marked progess.” 
WHIZz-Tv, chan. 18, went on the air 
May 23, 1953. Located in the Lind 
Arcade building, wH1z-Tv is owned by 
the Zanesville Publishing Co. and 
others. The station telecasts with 14.8 
kw visual and 8.1 kw aural power. It is 
an NBC-TV primary affiliate and car- 
ries CBS-TV and ABC-TV programs. 
When wHIz-Tv went on the air it 
had signed $175,000 worth of busi- 
ness, mostly regional in nature. After 
almost five years all of these original 
advertisers are still using the station, 
management points out, and many 
have expanded their budgets. About 
half of the station’s business is re- 
gional, 35 per cent local and 15 per | 
cent network and national spot. 
Clay Littick is president, Allan Land | 
managing director and John E. Pear- | 
son is national representative. 

















Tv-Set Sales 


Retail sales of tv receivers in 
August increased substantially 
over the number sold in July, but 
declined slightly from the like 
eighth-month period of 1956, ac- 
cording to the Electronic In- 
dustries Association (formerly 
RETMA). Tv sales totaled 510,- | a ne 
097 in August, compared with r/T] la- Y 
426,334 sold in July and 566,158 
during August ’56. 

Cumulative television-set sales Channel 18 ~ Zanesville, Ohio 
totaled 3,746,834 during the first 
eight months of this year, as 


ee Call Allan Land or Nate Milder.....GL 25431 
uring the corresponding period 


a year ago. or John E. Pearson TV, Inc. 
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For the main course of SALES in Michigan! 





Here's the Gerity recipely 


















¥%& Take one 1,060 ft. tower. . . 


add potency with maximum full 
power of 100,000 watts . . . 


¥%& blend in a Grade “A” signal cover- 
ing Flint, Saginaw, Bay City and 
Midland .. . 

ye accent with additional coverage of — 
such cities as Lansing, Owosso, Mt. 


Pleasant, the Tawases, Alpena and all 
Eastern Michigan .. . 


add a dash of top-flight showmanship mixed 
with Eastern Michigan's only complete color facilities . . . 


boil to taste on WNEM-TV Ch. 5 schedule. 


+ 


The Gerity recipe makes enough Bouillabaisse to feed the 
buying desires of 2% million people in 580,000 TV homes 
in Michigan’s 2nd Market—plus America’s 19th 
Industrial Market! 


Get your ladle out and get your full share! 


(Nothing fishy about this recipe—these are eet 
all-meat ingredients, guaranteed choicest! ) 


BAY CITY OFFICES SAGINAW OFFICES FLINT OFFICES 
814 Adams * TW 3-4504 201 N. Washington ¢ PL 5-4471 Bishop Airport * CE 5-3555 


we 


See your Petryman 
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TELEVISION AGE 


A. press time it was still too early 
to tell for sure the state of the usual 
pre-Christmas promotions that are 
placed by the toy, perfume, jewelry 
and candy advertisers. Some of the 
hearty perennials of the Yule season 
are already in, but others—based on 
past performance, as expected—are 
not yet signed, sealed and ready for 
delivery. This is, of course, not un- 
usual, since these short November- 
December flurries often are ordered 
close to deadline. And, happily, there 
is more optimism than otherwise in 
selling circles that the advertisers who 
usually place special Christmas cam- 
paigns will make it this year. As one 
rep remarked, “Until the last minute, 
we've got to believe in Santa Claus.” 


Two Schedules 


But, in any case, there are two 
special pre-Christmas schedules which, 
at this writing, “seem to be” certain 
to run and that bear watching for their 
potential significance to the industry. 

One is the S. S. Kresge & Co. up- 
coming campaign, through MacManus, 
John & Adams, mentioned in Spot Re- 
port for Oct. 21. The other, covered in 
this issue, is F. W. Woolworth’s first 
stab into spot tv, arranged through 
Lynn Baker agency. Kresge is reported 
as buying 15-minute special Santa 
Claus shows in a small number of 
midwestern markets. Woolworth is to 
use announcements schedules which 
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a review of 
current activity 
in national 
spot tv 


will run between Nov. 11 and Dec. 12 
and will be concentrated on special 
days only, Tuesday, Wednesday and 
Thursday. 

The significance behind these two 
spot efforts is apparent in that variety 
stores, in general, and these two giants 
in the field, in particular, have been 
notable in tv by their absence. And the 
success of these two campaigns can 
mean more spot tv activity for this 
category. This assumption is based on 
the well-tried American theory that 
what’s good for Woolworth and Kresge 
might very well be likewise good for 
Kress, Grant and even J. C. Penny, 
Montgomery Ward, Sears, Roebuck...! 





Lee Rich, vice president at Benton & 
Bowles, Inc., New York, has been made 
media director. He was associate media 
director. 





REPORT 


AMERICAN CHARACTER DOLL, 
INC, 

(Webb Associates, Inc., N. Y.) 
The spot campaign was doing so well 
in areas where placements were heavy 
that company has appropriated another 
$40,000 to fill in with more buys in 
selected areas. These were not for 

new buys but for additional spots 

in stations already carrying. Bernard 
Schiff, advertising manager of the 
company, is the contact. 


BARDAHL OIL CO. 
OF NEW YORK 
(Riedl & Freede, Inc., Clifton, N. J.) 


The schedules on watv Newark are 

to end on Nov. 23, as are those 

on wasp New York. At this 

point the company intends to continue 
with the latter. Robert Anderson, media 
director, is the timebuyer. 


BON AMI CO. 

(Erwin, Wasey, Ruthrauff & Ryan, 
Inc., N. Y.) 

The first national campaign for 

GLASS GLOSS, a glass and silver 
cleaner, will begin the last week of 
November and run for three weeks in 
about 50 markets. Mary Dowling is 

the timebuyer. 


THE BORDEN CO. 

(Doherty, Clifford, Steers & Shenfield, 
Inc., N. Y.) 

There is continuing activity for 

INSTANT COFFEE. There is no set 
pattern that the company is 

following in this promotion. The starting 
dates were staggered and several which are 
on now will run till the end of the year 
others were set to go for six 

weeks. Robert Widholm is the timebuyer. 
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Rate Increases 


Recent rate increases announced 
by the networks include the fol- 
lowing stations: 

ABC-TV increased the 
basic hourly rate of WEAU-TV Eau 
Claire from $150 to $200 and of 
wctv Thomasville, Ga., 
$200 to $275. 

CBS-TV increased — the 
basic hourly rate of WCNY-TV 
Watertown-Carthage, N.Y. from 
$200 to $225. 


has 


from 


has 











BOURJOIS, INC. 

(Lawrence C. Gumbinner Co., N. Y.) 
For its EVENING IN PARIS this 
perfume company is running a pre- 
Christmas campaign beginning Dec. 2. 
will run for three weeks and use from 
three to five spots per week in selected 


markets. Diane Neugarten is the timebuyer. 


BRONDOW, INC. 
(Abbott Kimball Co., Inc., N. Y.) 
The maker of BREATH OF PINE 


is now in New York, Hartford and 
Washington, but there is talk 

about extending the coverage. Barbara Reid 
is the timebuyer. 


CANADA DRY GINGER ALE, INC. 
(J. M. Mathes, Inc., N. Y.) 


The company has films ready for its 
franchised distributors for a Christmas 
campaign. These films are minutes, 

20's and ID's. In most areas the 
distibutors make their own buys and this 
is done without the agency. In other 
areas where the agency does buy, 

no action was started at presstime, but was 
coming up very shortly. Edna 

Catheart is the timebuyer. 


COTT BEVERAGE CORP. 
(John C. Dowd, Inc., Boston) 


The firm bought the newest Ziv half-hour 
series, Sea Hunt in Bangor, 
Burlington-Montpelier and Portland, Me. 
William H. Monaghan, media director, is 
the timebuyer. 








SEATTLE-TACOMA, WASH 


21.9°90.9 


RATING 
SEPT 








Breaking all speed records — 
that’s “The Sheriff of Cochise,” 
which has been scoring fantastic 
ratings all over the map, of which 
the one above is just a sample. It’s 
moving so fast that 39 new episodes 
are now being made. So if you 
haven’t got behind this great adven- 
ture series, what's holding you up? 





72 November 4, 1957, Television Age 


1957, PULSE 


oing Places 
with The Sheriff of Cochise’ 


A Desilu-NTA Presentation 






SHARE 








60 West 55th Street 
New York City 19, N. Y. 
PL 7-2100 








H. Preston Peters (r), president of 
Peters, Griffin, Woodward, Inc., pio- 


neer tv-radio station representative 
firm, presents a plaque to Harold 
Hough, director of wear-tv-AM Fort 
W orth, WBAP’s 25- 
year association with PGW. Taking 
part in the plaque-giving is Russel 
Woodward (1), executive vice president 
of PGW. wear has been with the repre- 


sentative firm since 1932, the year the 


commemorating 


latier was established. 


CHESEBROUGH-PONDS, INC. 
(McCann-Erickson, Inc., N. Y.) 
The VASELINE HAIR TONIC 


spots in three markets have been 
reduced to one market, New York. 
However, there seems to be some 
indication that the company might be 
coming back with schedules in one 
and possibly more western cities. 
Charles Willard is the timebuyer. 


HELENE CURTIS INDUSTRIES, 
INC. 
(Gordon Best Co., Inc., Chicago) 


The company reports that to round out its 
initial promotion for its new product, 
CURTIS DANDRUFF TREATMENT HAIR 
TONIC, spot schedules as well as 
newspaper ads will run in 25 selected 
cities. Kay Knight is the timebuyer. 


CVA CORP., subsidiary of 
Schenley Industries, Inc. 

(Foote, Cone & Belding, 

San Francisco) 

The company reports that its 1957-58 
campaign for ROMA WINE will 

include television. Details were not 
disclosed. Helen Stenson is the timebuyer. 


DIAMOND CRYSTAL SALT CO. 
(Duffy, McClure & Wilder, 
Cleveland) 


This account went from Ogilvy, Benson 
& Mather to the Ohio agency. There 
is no definite word on precise 

media plans except that tv spot will 
be considered. 
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QUALITY 
‘ PROGRAMMING __. 
’ STACKED HIGH ™ 
and still more on the way 


With probably more quality film products avail- 
able than on any other station in America, KFJZ- 
TV continues to add to its superb programming. 
And, in addition to this laurel, KFJZ-TV has the 
lowest cost per thousand in the Dallas/Fort Worth 
market. 


FKFJZ-TV onl I 


Represented by BLAIR-TV for the Dallas-Fort Worth market 
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EVRO PRODUCTS, INC. 
(Cohen-Aleshire, Inc., N. Y.) 


This is a new company with a new 


product called POP-A-DAY, a vitamin lolli- 


pop. It intends to introduce the 
product with a fairly heavy tv spot 

test in New York, using some radio also. 
The campaign will get started after the 
first of the year. Robert Kelly is the 
timebuyer. 


EXQUISITE FORM BRASSIERE, 


- 
(Grey Advertising, Inc., N. Y.) 
This firm’s spot is now in about 100 
markets and heading for an expected 
as well as desired 130. The buys 

were made mainly through barter 
deals, but some were bought through 
the regular channels. The company 

is reported to be spending over $2 
million on spot tv for the coming 
year. The placements include daytime, 
afternoon hours, and a share of prime 
nighttimes. The company is making 


most of the buys directly. Robert Hoffman 


is the timebuyer. 


FOLGER COFFEE CO. 
(Cunningham & Walsh, Inc., N. Y.) 


There is some additional buying 
going on for FOLGER. Val 

Ritter who used to handle is turning 
over the timebuying to Al Randall. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


The corporation is still buying 
six-week saturation schedules 





Personals 


WILLIAM KENNEDY has become 
the manager of the media department 
at Ted Bates & Co., New York. Mr. 
Kennedy, with the agency for over 
six years, replaces CHARLES E. 
“NED” MIDGLEY JR., vice president, 
who died October 1. 


BOB KIBRICK has joined Richard 
K. Manoff Inc., New York as media 
director covering all the agency’s 








Gravenson Agency 


The former vice president of 
the Wexton Co., Ted Gravenson, 
has opened his own agency, Ted 
Gravenson, Inc., at 157 West 
57th Street, New York. 

Mr. Gravenson, who specializes 
in the integration of media ad- 
vertising and sales promotion, 
will service the following ac- 
counts, Burndy Corp., Norwalk, 
Conn., electrical connectors; 
Gorn Electric Co., Stamford, 
Conn., electronic components; 
Standard Electronics division of 
Radio Engineering Laboratories, 
Long Island City, N. Y., tv 
amplifying and 
equipment ; 


transmission 
Bantamlite Sales 
Corp., Hempstead, N. Y., minia- 
ture flashlights; Albert Weiss & 
Co., New York, costume jewelry ; 
Latham Process, New York, 
printers and publishers; and 
Paxton-Slade, New York, book 


publishers. 








accounts. Mr. Kibrick, formerly a 
time and space buyer at Kenyon & 
Eckhardt Inc., New York, is replac- 
ing LEE OAKES who is leaving the 


agency. 


VINCE CORYELL is taking over 
as director of tv and radio and 
timebuyer at Doremus & Co., New 
York. This position had been held 
by A. HUNDLEY GRIFFITH who 
left Doremus to join Modern Tele- 
service Inc. as an account executive. 


AL RANDALL has joined Cunning- 
ham & Walsh Inc., New York as 
timebuyer on J. A. Folger, working 
with Val Ritter. Mr. Randall even- 
tually will handle Folger on his own, 
and Mr. Ritter will take over on 
Jergens-Woodbury, an account which 
the agency acquires effective Decem- 
ber 1. Mr. Randall comes to C&W 
from N. W. Ayer & Son Inc., New 
York. 





PHILIP C. KENNEY, associate 
media director at Kenyon & Eckhardt 
Inc., New York has been elected a 
vice president. Mr. Kenney joined 
K&E as chief timebuyer in 1948, 
having been media buyer at Lever 
Bros. for sixteen years. 


STANLEY H. PULVER has been 
appointed to the newly created po- 
sition of media manager of the Toilet 
Articles Div. of Colgate-Palmolive. He 
will supervise all media in the Di- 
vision. His thirteen years of media 
experience includes affiliation with 
Dancer-Fitzgerald-Sample Inc., Biow, 
Lever and CBS. 


DAVID LAWRENCE, formerly with 
the Milton Weinberg Advertising Co., 
Los Angeles, has been appointed 
radio and television director for Beck- 
man, Koblitz, Inc., that city. 


DAVID S. WILLIAMS has been 
appointed media director at Geoffrey 
Wade Advertising, Chicago. Mr. Wil- 
liams’ ten years’ experience with the 





agency includes positions as space 
and time buyer and assistant media 
director. LOUIS J. NELSON, former 
media director, is promoted to direc- 
tor of marketing. 
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for INSTANT MAXWELL. Grace 


Porterfield is the timebuyer. 


GENERAL MILLS, INC. 


( Dan cer-Fitzgerald-Sample, Inc., 


N. Y.) 


Schedules of daytime minutes will 

start up for GOLD MEDAL FLOUR in 
selected markets around Nov. 11. These will 
run for 26 weeks. Richard Boege is 
the timebuyer. 


ANDREW JERGENS CO. 
(Cunningham & Walsh, Inc., N. Y.) 


Things are getting settled right about 
now with this new account for the 
agency. Val Ritter has been assigned 
to the buying and look for some 
action soon. 


MARCAL PAPER MILLS, INC. 
(Riedl & Freede, Inc., Clifton, N. J.) 


A checkup reveals that the company intends 
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YOUR BEST PRODUCT IS 


YOU 


. - sell yourself through information and education 





Che Radio and Television Executives Society 


PRESENTS THE 1957-58 


Time Buying and Selling Seminar 


November 12, 1957—March I1, 1958 





SIXTEEN LUNCHEON SESSIONS ... LIVELY AND PROVOCATIVE 
OUTSTANDING SPEAKERS FROM THE ENTIRE INDUSTRY 


Hotel Shelton Tuesdays — 12:15 p.m. 
Lexington and 49th St. Registrants — $3.00 
First Session: November 12th Non-Registrants — $4.00 





Registration—$10 


Send with your check NOW to: NAME 


Time Buying and Selling Seminar rae 
Radio and Television Executives Society ADDRESS 
Hotel Biltmore, Madison and 43rd St. 

New York 17, New York 
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to renew its New York schedules 

which end at the end of the year. 
Robert Anderson, media director, is the 
timebuyer. 


NATIONAL BISCUIT CO. 
(McCann-Erickson, Inc., N. Y.) 


There is some additional spot activity 
cooking here for bread and the firm’s 
sweet brands. Sal Agovino is the 
timebuyer. 


NEW ENGLAND 
CONFECTIONERY CO. 


(C. J. LaRoche Co., Inc., N. Y.) 


NECCO spots, minutes in kid shows 
and some ID’s where they can be 
had, will get under way in November 
for six weeks in Boston, Hartford, 

Mt. Washington, New Haven, 
Providence and Schenectady. Charles 
Eaton is the timebuyer. 


NEW YORK LIFE INSURANCE 
co. 

(Compton Advertising, Inc., N. Y.) 
For a long time New York Life has been 

on the verge of trying tv. It looks 

as if the time is about coming when 

it will happen. The date is not yet 

known but it should be soon for one or 
two test markets. William Morris is the 
timebuyer. 


NIAGARA MANUFACTURING & 
DISTRIBUTING CORP. 

(co-op) 

This furniture company in Adamsville, 

Pa. has started big co-op drive in 
magazines, newspapers, radio and 

tv to run through the end of the 

year. This promotion which 








ADVERTISING 
SPOT BUYER R/ TV 


Extensive agency background. 
Executive initiative and follow- 
thru ability. Will also consider 
potential spot with growing ad 
agency. Female. BOX +465 














LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
22 E. 56th St., New Yerk City 
















Joe Floyd’s fall party in New York set something of a record for 48-hour 


festivity among timebuyers and broadcasting executives. Those shown in this 


congenial group include (l. to r., standing) Red Williams, general sales manager 
wWLoL St. Paul; Frank Headley, president H-R Reps.; Joe Floyd, president 
KE-KD-KP-LO South Dakota; Evans Nord, general manager KELO-TV Sioux Falls; 
(front row) Bill Loesee, Am Sales; Paul Weeks, vice president H-R Reps.; Larry 
Bentson, president wLOW Minneapolis; Frank Pellegrin, vice president H-R Reps., 


and Elisabeth Beckjorden, station network representative. 


involves local dealers in pushing 
Niagara’s new line of living furniture. 
The broadcast portion of the campaign 

is geared for over a hundred 

markets, with the decision by the 

local dealer as to whether it’s radio 

or tv spot. W. S. Walker 

Advertising, Inc., Pittsburgh, is 

the agency for the company. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


There have been some additions made 

to the LIQUID PRELL schedules. These, 
however, were only in stations added 

to existing markets. Alan Hornell 

is the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


The company is buying additional 
nighttime minutes for CRISCO. 
Graham Hay is the timebuyer. 


PROCTER & GAMBLE CO. 
(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 

OXYDOL 


announcement schedules are 











DIAGNOSIS OF STATION PROBLENiS: Clinical “on-the-scene” examination 
of radio/TV operations, staff structures, operating costs, personnel and work 
procedures, promotion plans, operating and sales results in terms of industry 
and comparable station standards. Write or phone: Richard P. Doherty, 
TELEVISION-RADIO MANAGEMENT CORPORATION, 1816 Jefferson 
Place, N.W., Washington, D. C.; District 7-1957. 








starting in selected markets Nov. 4. These 


are nighttime spots and are set for 
a limited run. Walter Teitz is the timebuyer. 


PROCTER & GAMBLE CO. 
(Honig-Cooper, Inc., San Francisco) 
The CLOROX campaign has added 


some schedules of daytime minutes. 
John W. Davis, media director, is the 
timebuyer. 


Suevaennaneennneecanneiennnaianennne 


Agency Expands 


The Cramer-Krasselt Co., Mil- 
waukee, 61-year-old pioneer ad 
agency, has formed a new public 
relations division, according to 
an announcement by Walter 
Seiler, president. Named direc- 
tor of the division is Robert L. 
Christiansen, who has been with 
the agency since 1951 as account 
executive. He is a member of the 
Public Relations Society of 
America. In addition, J. David 
Morrell joins the agency as pub- 
licity director. Mr. Morrell is a 
former staffer of the New York 
World-Telegram & Sun and has 
since held various public rela- 
tions posts in industry. 
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Merger 


The merger of wiLk-tv Wilkes- 
Barre and WARM-TV Scranton has 
been announced. Simultaneously, 
Transcontinent Television Corp. 
has purchased 60 per cent of the 
merged station, whose call letters 
will probably be changed to 
WNEP-TV once the FCC approves 
the changeover. The new call will 
stand for northeastern Pennsyl- 
vania. WNEP-TV will operate on 
16 WARM-TV’s) 
and will 1.5 million 


WILK-TV. 


ch. (formerly 
utilize the 
watts of power of 
Studios will 


each city. 


be maintained in 





PROGRESSO FOOD PRODUCTS 
(Carlo Vinti Advertising, N. Y.) 

The company is about to place a half-hour 
film in Baltimore, making its 

market total around eight. It is still 
looking for good placements where the 
company has distribution. Carlo Vinti, 
president, is the contact. 


RANCHO SOUPS 
(Nelson-Baker Advertising, 
San Francisco) 

The company is making new 
animated film spots and intends to 
expand its tv spot campaign. 
Herb Nelson, account executive, 

is the contact. 


READER’S DIGEST 
(Schwab & Beatty, Inc., N. Y.) 


The current promotion for the Digest 
Book Club is running in only a few 
markets. They have been starting 

on varying dates but all last one week only. 
George F. Perkins is the timebuyer. 


ROYAL MCBEE CORP. 

(direct) 

The company is making commercials 

for its dealers for the Christmas season. In 
this effort the company’s agency, 

Young & Rubicam, Inc., N. Y., is not 
involved. 


SCHICK, INC. 
(Benton & Bowles, Inc., N. Y.) 


For its lighters, the company intended 

to go into all kinds of markets. But 
there was a last-minute change 

and, instead, Schick has been buying into 
major markets only. These schedules 

will start Nov. 11 and run for six 

weeks. Paul Roth is the timebuyer. 








SUCCESS 


in selling—through television 


If you are interested in how different types of advertisers have used 


television successfully you are interested in the TELEVISION AGE series 


of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into his 


advertising problems, then tells how these problems have been 


answered through television. Each case history is factual and com- 


plete. Each article includes dozens of actual television success stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. Just 


fill out the coupon below. 


Reader’s Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 


Please send me reprints of the Product Group Success Stories: 


Number of copies 


Bakeries & Bakery Products 
Dairies & Dairy Products 
Banks & Savings Institutions 
Dry Cleaners & Laundries 
Groceries & Supermarkets 
Furniture & Home Furnishings 
Home Building & Real Estate 
Jewerly Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Soft Drink Distributors 
Travel, Hotels & Resorts 
Sporting Goods & Toys 

Drugs & Remedies 

Gasoline & O1: 


Shoe Stores & Manufacturers 
Farm Implements & Machinery 


Number of copies 


Electric Power Companies 
Gas Companies 
Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough & Cold Remedies 
Electrical Appliances 
Beer & Ale 

Department Stores 
Restaurants & Cafeterias 
Moving & Storage 
Television & Radio Receivers 


Cosmetics & Beauty Preparations - 


Weight Control 
Auto Dealers 
Women’s Specialty Shops 























Name vet? Position ca 
Company____ tS a 
Address Sais ae _ 

City Zone State 

(C0 I enclose payment 0 Bill me 


{) Please enter my subscription for TELEVISION ACE for one year at $7. As a 
premium | will receive a copy of the Source Book of Success Stories 


which includes the first 15 of the above Product Groups. 
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Every day—more National Advertisers are 
recognizing the BIGNESS of WMUR-TV. 
Every day — more National Advertisers are 
buying time on Thaaes ty 

And with pace 000,000 TV homes in The 
Central New England WMUR-TV is 
a age ge Low in cost, fine program- 


EXCLUSIVE. ROVERAGE i in C.A.N.E. for the 


Browns Pro mal Football 
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on Smee FORJOE office for detailed in- 


(oe NETWORK, “© 


Manchester, N. H. 














Only ONE is atop the 
Continental Divide 
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cific Sides of America 
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Tom Comerford, timebuyer at Young 
& Rubicam, Inc., New York, bought 


the Lipton Tea schedules now running. 


SPERRY AND HUTCHINSON CO. 


(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


This trading stamp company is 
extending its big Chicago spot 
effort mentioned in Spot Report 
Oct. 21. They are moving 

slowly however, the new placements 
are only in a few southern markets. 
Steve Suren is the timebuyer. 


STANDARD OIL OF 
CALIFORNIA 

(Batten, Barton, Durstine & Osborn, 
Inc., San Francisco) 

This firm is to sponsor Ziv’s 

newest half-hour series, Sea Hunt 


in seven western states and Hawaii. 
Elizabeth Share is the timebuyer. 


SUN OIL CO. 
(Erwin, Wasey, Ruthrauff & Ryan, 


Inc., N. Y.) 

This oil firm intends to make a spot 
tv comeback in 1958. Final plans 

still have to be defined, but indications are 
that it will be a fairly heavy spot 





Storer Wins 


Storer Broadcasting Co., which 
headquarters in Miami, has 
walked off with one first prize 
and one second place spot in the 
fifth annual Art Directors’ Club 
of Greater Miami competition. 
The first award was in the full 
page or more, two colors or 
more, trade ad category. Honor- 
able mention was for Storer’s 
series, “famous on the local scene 
—yet known throughout the na- 
tion.” The latter honor was in 
the black-and-white, full page or 
more trade ad group. 

Storer ads are conceived by 
Art Schofield, vice president for 
advertising and sales promotion. 














effort. The leaning now is towards programs, 
half-hour shows as well as 
news-weather-sports programs. Vince 
DeLuca is the une. 


J. B. WILLIAMS CO. 
(Parkson Advertising, Inc., N. Y.) 


Plans are in the making for KREML 
spots to be tested in a few markets. The 
word is that these will not get 

started before the first of the year. 

But, also comes a word of caution 

that they might be on the air sooner. 

Ruth Bayer is the timebuyer. 


F. W. WOOLWORTH CO. 
(Lynn Baker, Inc., N. Y.) 


For the first time Woolworth is 
going to run a spot campaign on 
tv. It will be a limited test in a 
handful of markets aimed for 
Christmas. The schedules will be 
placed between the second week of 
November and the second week of 
December and only on Tuesdays, 
Wednesdays and Thursdays. Daytime 
minutes will be used. James 
Evans, vice president and media 
director, is the contact. 


WDXI-TV 


JACKSON, TENNESSEE 











Covering half million 
people in the mid-South 


CHANNEL 7 
Represented by Venard, 
Rintoul & McConnell, Inc. 


UNUILUUUUOUAVUEUTOUUUA UU 





UNLLUILIUUULUUOLULULULLUTULL ULLAL 














ee —_— 
































































Wall Street Report 
NS RRR 


MARKET SITUATION. The general 
condition of the stock market—not the 
position of the television industry or 
that of individual tv companies—con- 
tinues to be the over-riding factor 
affecting security values in Wall Street. 

As pointed out in the most recent 
column the probability that the mar- 
ket would crack open and spill stock 
prices to lower levels was one possible 
psychological effect of “sputnik” and 
the other economic-political develop- 
ments of the last month. Often it is 
not what conditions are but what 
people think they are that determines 
the course of events. Sputnik, the 
eruption of war scares in the middle- 
east, troops in Little Rock, some an- 
nouncements of layoffs in plants and 
cutbacks in military expenditures 
generated the air of uncertainty and 
confusion. 

On October 21 the New York Stock 
Exchange was hit with a heavy wave 
of selling that shoved the Dow-Jones 
Industrial Average to 423.06, the low- 
est point since Ike’s heart attack. Many 
of the analysts are still mentally pre- 
pared to see the market break through 
that low and hit the 400 level before 
they expect any strong support or even 
a corrective movement of any sub- 
stance. 


TV NOT BADLY HURT. Within this 
swirl of activity tv investors can take 
some encouragement from the fact that 
the tv issues up to that point had not 
suffered as seriously as some of the 
other industries. The Barron’s tv group 
stock average showed a percentage de- 
cline in the October 17 week of but 1.38 
while the automotive index slipped 
4.07 per cent, retail shares 3.12 per 
cent and motion pictures 2.60 per cent. 
By contrast issues of only two indus- 
tries showed any improvements—both 
reflecting the theory that there will 
be a step-up in defense business that 
will benefit them. Aircraft manufactur- 
ing shares rose by 10.49 per cent to 
143.86 but that still leaves the group 
average far below the year’s high of 
229.30. 

The textile industry stock average 


also showed a gain, although for this 
industry the movement is almost a re- 
flex action. There is no evidence that, 
with pilotless planes and other unman- 
ned weapons, there will be a surge to 
clothe millions of warriors if hostilities 
should break out. 

If the skidding stock market indi- 
cates some sort of a tightening of the 
nation’s economic belt and the bloom 
of the rose of prosperity is wilting 
how will it affect the television industry 
—and the values of its securities? 


AD BUDGETS. There’s the ancient 
cry that in the event of bad business 
or any type of economic setback the 
first thing to suffer is the advertising 
budget. Yet it is doubtful that any such 
reaction would set in. In the first place 
manufacturers and merchants who are 
concerned about any dip in buying 
or general setback usually want to con- 
vert their position into cash. They 
don’t like large inventories on hand 
lest the values drop sharply overnight. 
To move the inventories they must re- 
sort to advertising and then, paradoxi- 
cally, they find themselves in greater 
need of advertising than before. In a 
period of good business the momentum 
of a product’s sales can be sustained 
by its reputation and a certain base 
of advertising since some sales are 
being made by the public’s willingness 
to buy. 

In a period of public buying re- 
straint the retailers and merchants must 
resort to the punchier sell and attempt 
to revive consumer interest. Since tele- 
vision has never really been tested as 
to its economic function and power in 
a period of poor business nationally 
there is no dogmatic statement that 
can be made as to its usefulness as com- 
pared with other mediums in such cir- 
cumstances. But that it already has 
proved itself as a tremendous medium 
of mass selling at a lower unit cost is 
known. 

The question is whether the advertis- 
ers would react with any thought-out 
plan to any economic shake-out or 
whether they would panic and run for 
the nearest exit. All the years of mod- 


ITter FE 


towel ime ae —e 


ern management training and educa- 
tional work would be put to a test in 
such a period. 

The other problem facing the video 
industry in a period of the type that 
cracks in the market are supposed to 
forecast would be within the industry 
itself—not outside. 


MIGHT CUT INVESTMENT. It’s 
conceivable that any penny-pinching 
would mean a temporary setback to 
some of the technical improvements 
within the industry. It’s doubtful, for 
example, that any large investment 
would be poured into toll television 
since the theory would be that a con- 
servative consumer would shirk an ad- 
mission charge in favor of the free 
show. 

Also the willingness of corporate 
management to continue to pioneer new 
developments at high costs would be 
restrained. It’s unlikely that the money, 
time and effort which RCA has spent 
in pushing color television could be 
continued. Nor would set makers be as 
bold in bringing out new sets with 
different features. 

Yet these are the very developments 
that would help overcome an economic 
slump. The introduction of new tech- 
nological developments opens up new 
vistas for tv and the people using it. 
Color, for example, means an oppor- 
tunity for new advertisers to spark the 
mass-market growth of their product 

(Continued on page 88) 
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Women 5 (Continued from page 37) 


after WNBF-TV Binghamton went on 
the air. Recently A. Murphy Drazen, 
owner of the store, indicated his 
faith in television by increasing the 
telecast time to 30 minutes weekly. 
“For five years,” he commented, “we 
were on WNBF-TV 15 minutes every 
week—now, at the start of our sixth 
broadcasting season, we have con- 
tracted for 30 minutes every week. 
It’s as simple as that.” 

The show, on each Monday from 
7 to 7:30 p.m., features lovely young 
models from the WNBF-TV coverage 
area. Background music is played. 
The emcee, who is Mr. Drazen him- 
self, describes the gown being shown 
while the model is on stage. During 
the latter part of the show a panel of 
young men discusses the clothes, 
providing a warm and often humor- 
ous feature of the program. 

During mid-summer and_ mid- 
winter sales Drazen’s adds a_ spot 
saturation campaign to the weekly 
fashion show. 

e Evans Fur Co., of Chicago, has 
sponsored feature film on WEN-TV 
Chicago with considerable success. 

e Field’s Women’s Wear, of Mon- 
roe, La., is a participating advertiser 
on a feature-film program on KNOE- 
TV Monroe, La. 

e Hirsch’s of St. Joseph, Mo., fea- 
tured a selection of fashion millinery 
as its first experiment with television. 
A group of hats selected for their 
style and price were presented on 
the show by Esther Donat of the 
KFEQ-TV St. Joseph staff. 

Eliza Propst, millinery manager 
for Hirsch’s, says: “. . . our analysis of 
our direct sales of fashion millinery, 
through the medium of tv advertis- 
ing, shows that this is one of the 
most successful media we have used. 
We attribute success to the following: 
1. Miss Donat, her personal charm 
and personality, and large public 
following; 2. timing, which in our 
field is of primary importance. . . 
the day and the hour were most 
advantageous for us; 3. merchandise, 
the hats appearing on the show were 
diversified to cover the public taste 
and price. The results of the show 
were most outstanding from both 
volume and publicity viewpoint.” 

e Horne’s, Inc., of Wheeling, has 
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Mrs. Josie Barnes, personality on 
KTvT Salt Lake City, models a Mode 
O'Day frock on the Club 4 Playhouse 
on that station. Mode O'Day buys 
two participations daily on the KTVT 


program and has cancelled its news- 
paper advertising. 


found television an effective sales 
medium. The store has used fashion 
shows, minute spots and 10-second 
ID’s on wrtrF-tv Wheeling, and is 
currently planning a new series of 
four fashion shows. 

A series of 15-minute shows was 
presented on the four Fridays pre- 
ceding Easter (7:30-7:45 p.m.). Six 
models showed the fashions, which 
ranged from informal sportswear to 
cocktail dresses. On the last program 
of the series a bridal gown was 
modeled by a Horne’s customer who 
had chosen her own bridal dress at 
the store. Title of the program was 
taken from Horne’s slogan: “The 
fashion corner of Wheeling.” It was 
called Fashion Corner. 


10-Second ID’s 


After Easter 10-second ID’s were 
used to promote Post-Easter suit and 
coat sales. For a period of 13 weeks 
the store used a minute spot each 
Friday night. Each spot featured a 
particular outfit, complete with 
accessories. 

Max Horne is principal executive 
of the store, with Fred Horne the 
advertising manager. 

e Leggett’s Department Store, of 
Harrisonburg, Va., while not strictly 
a women’s specialty shop, has been 
experimenting with television ad- 
vertising for its dress department. 
The store began using a minute spot 
weekly on  wsvA-Tv Harrisonburg 
and has increased the advertising to 


two spots a week. 

The commercials are done live 
from the television studio, with 
dresses worn and displayed by an 
attractive model. Mr. Stovall, prin- 
cipal executive of the store, has been 
pleased with the quality of the com- 
mercial. Cost of the two spots is 
about $70 weekly. 

e Mode O’Day Frock Shops, of 
Hollywood, a group of stores con- 
centrating its principal strength in 
the west and midwest, has had con- 
siderable success with television. 

In the Salt Lake City area the 
Mode O’Day Shops had used tele- 
vision at Easter and Christmas dur- 
ing 1956. This year they decided to 
concentrate on television, eliminat- 
ing their newspaper schedule so that 
they could buy two _ participations 
each day on Club 4 Playhouse with 
Josie Barnes on KTvT Salt Lake City. 

Mrs. Barnes, a KTVT personality, 
wears the Mode O’Day dresses and 
ad libs a commercial about why she 
likes the dress, gives the price, style, 
etc. She also talks about the store’s 
nylon hosiery and _ lingerie. Mrs. 
Barnes, herself the mother of three pre- 
school children, is able to convince 
her viewers that the inexpensive 
lines of house dresses and afternoon 
frocks are attractively styled 
bargains. 

Edward V. Clayton, district su- 
pervisor for the Mode O’Day Shops, 
recently wrote to Mrs. Barnes: “We 
have conclusive proof that you have 
created a desire in many women to 
come into the stores for the first time. 
As an example I might tell you of 
a woman in Spanish Fork who 
visited the Provo store for the first 
time as a result of your advertising, 
purchased $46 worth of merchandise 
and said she would be a regular 
customer ‘from now on’.” 

Mr. Clayton points out that with 
television he can be sure “that our 
products are being seen.” “We have 
had countless people come into our 
stores and ask for ‘the dress that 
Josie Barnes wore’ yesterday, or two 
or three days ago,” he added. 

The Mode O’Day budget on KTVT 
amounts to around $500 per month. 

e The New York Dress Shop, of 
Staunton, Va., is using minute an- 
nouncements on WsvA-TV Harrisonburg 
each Tuesday at 8:30 p.m. On oc- 
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Station Directory 


The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a convenient, 
usable form. Data appears in the fol- 
lowing order: name of market, call 
letters, channel number, address of 
station, number of sets within the 
station coverage area, source of set 
figure, number of color sets, Class A 
rates for one hour, one minute and 
ID and two principal station execu- 
tives, with their titles. 

All of this data is furnished by 
the station in answer to monthly 
questionnaires. For more detailed 
data see the Tv AGE Yearbook. 


Asterisks indicate stations equipped for color 
but which have submitted no figure. Italics indicate 
stations not yet on the air, channel numbers and 
target dates. Daggers (t) indicate that the station 
has asked that no set count figure be published. 

Abbreviations commonly used in this listing 
include: asst. assistant, c color, c. commercial, 
chg. charge, cls. class, d. director, g- general, loc. 
local, m. manager, mng. managing, nat. national, 
0. Owner, opertns. operations, p. president, pgm. 
Program, prom. promotion, rgnl. regional, res. 
resident, sce. source, serv. service, sls, sales, st. 
station, sta. station estimate. 





Totals 


Total commercial stations: 500 
Total markets: 315 


Total estimated b&w tv homes: 41,- 
560,000 
Total estimated color sets: 376,000 














casion models are used to show a 
new fashion as a feature of the live 
commercials. 

e M. Oser & Co., of Chico, Cal., 
has used two 15-minute shows each 
week on KHSL-TV Chico since January 
1954. 

The programs, on Mondays and 
Fridays from 6 to 6:15 p.m., feature 
latest women’s fashions as well as 
fabrics, hats, jewelry, etc. One recent 
Monday featured War- 
ner’s Good News bras. By Friday the 
entire stock (one gross) had been 
sold, with requests continuing for 
more than a week afterwards. 

KHSL-Tv’s fashion editor, Miss 
Jerry Bowen, is the hostess for the pro- 
gram. M. Oser also has a continuing 
schedule on KHSL radio. Mr. Oser is 
the principal executive of the store, 
with Ted Meriam advertising man- 
ager. 


commercial 


rere cae 


ALABAMA 


Birmingham, WABT (13) Box 2553. 399,672 
b&w Sce: sta. 1,500 c. Cls. AA hr. $800, min. 
$250, ID $125. Henry P. Johnston, p. & mng.d.; 
Charles F. Grisham, v.p. tv sls. 

Birmingham, WBRC-TV (6) Atop Red Mountain. 
000 b&w Sce: Nielsen & sta. 200 c. Cls. A 

hr. $685, min. $180, ID $90. Robert T. Schlin- 
kert, st.m. ; Giver V. Naylor, sis.m. 

Decatur, L-TV (23) 701 Bank St. 35,500 
b&w Sce: sta. 75 c. Cis. hr. $150, — $35, 
ID $20. Louis Blizzard, ¥ m. & s 

Dothan, WTVY (9) Cottonwood Ra 59. 000 b&w 
Sce: sta. *c. Cls. A hr. $150, min. $30, ID $15. 
F. E. Busby, exec. v.p. & g.m.; Art Creamer, 


sls.m. 

Florence, WOWL-TV (15) 840 Cypress Mill Rd. 
Cis. A hr. $250, min. $60, ID $25. Richard 
B. Biddle, p., Jeck A. Worley, ¢.m. 

Mobile, WALA-TV (10) 210 Government St. 200,- 
000 b&w Sce.: ARF&sta. 1,000 c. Cls. A hr. 
_. a. $90, ID $45. W. B. Pape, exec. 

& Jim McNamara, nat. sls. m. 

Mobile, WKRG.TV (5) 162 St St. laa, St. 187,500 


s . $400, Lae $80, 
ID $40. C. P. Persons Jr. &¢ 

Montgomery, WCOV-TV (20) ‘Box 2505, Adrian 
Lane. 81,000 b&w Sce: sta 50 c. Cls. A hr. 
$200, min. $40, ID _— Hugh M. Smith, g.m.; 
Morris uth, loc. sls. m. 

Montgomery, WSFA-TV (12) 10 E. Delano Ave. 
144,800 b&w Sce: Pulse 200 c. Cls. A hr. $450, 
min. $100, ID $50. Eugene B. Dodson, v.p. & 
st. m.; Carter Hardwick, c.m. 


ARIZONA 


Mesa, KVAR (see Phoenix) 

Phoenix, KOOL-TV (10) 511 W. Adams. 183,000 
b&w Sce: sta. 400 c. Cls. A hr. $550, min. 
$100, ID $50. Kenneth Morton, st.m.; Robert 
Miller, sls.m. 

Phoenix KPHO-TV (5) 631 N. Ist. Ave. 171,000 
b&w Sce: sta. Cls. A hr. $450, min. $100, ID 
$50. Richard B. Rawls, g.m.; Howard Stal- 
naker, asst. st. m. 

Phoenix, KTVK (3) 3453 N. 16th St. 180,000 
b&w Sce: sta. 125 ec. Cls. A hr. $400, min. 
$90, ID $50. Roger ven. Duzer, g.m.; Burton 
B. LaDow, st.m. & 

Phoenix, KVAR (12) 7101 N. Central Ave. 
184,634 b&w. Sce: sta. 653 c. Cls. A hr. $450, 
min. $90, ID $45. Richard O. Lewis, p. & g.m.; 
E. W. Harvey, v.p. & c.m. 

Tucson, KGUN-TV (9) Box 5147, 190,000 
b&w Sce: sta. 200 c. Cls. A hr. $300, min. 
$60, ID $30. Tolbert Foster, v.p. & g.m.; 
Ben L. Slack. ¢.m 

Tucson, KOLD-TV (13) 115 W. Drachman St. 
61,000 b&w Sce: sta. Cls. A hr. $300, min. $50, 
ID L E. S. Mittendorf, g.m.; Bernie Perlin, 


sls. 

————y KVOA-TV (4) 209 W. Elm. 64,100 b&w 
Sce: sta. 250 c. Cls. A hr. $250, min. $50, ID 
$25. Otis Cowan, m.; W. R. “Duey” DuBois, 


sls.m. 

Yuma, KIVA (11) Box 1671. 30,000 b&w Sce: 
ARB.&sta. Cls. A hr. $200, min. $40, ID $20. 
Leavenworth Wheeler, st.m.; Edward J. Mar- 
sett, g. sls.m. 


ARKANSAS 


El Dorado, KRBB (10) Garrett Hotel, Box 791. 
70,000 b&w Sce: sta. Cls. A hr. $200, min. 
. ID $20. Bill Bigley, g.m.; W. C. Womack, 
sls.m. 

Fort Smith, KFSA-TV (22) Southwestern House, 
920 Rogers Ave., Box 569. 40,600 b&w Sce: 
sta. . = ¥ $200, min. $40. ID $20, J. W. 

g.m.; Roland Hundley, c.m. 

Fort Smith, KNAC.TV (5) 200 Kelly Bldg. 
60.000 b&w Sce: RETMA Cls. A hr. $250. min. 
$50, ID $25. Glenn W. White, st.m.; Chester 
Miller, loc. sls.m. 

Little Rock, KARK-TV (4) 10th & Spring Sts. 
253,879 b&w Sce: sta 350 c. Cls. A hr. $500, 
min. $110, ID $55. Douglas J. Romine, v.p. & 
st. m.; Lee Bryant, c.m. 

Little Rock, KATV (see Pine Bluff) 

Little Rock, KTHV (11) 720 Izard St. 253,897 
b&w Sce: sta. 150 c. Cls. A hr. $450, min. 
ao = - 4 a. B. G. Robertson, g.m.; W. V. 

utt. 

Pine Bett, me KATV (7) 620 Beech St. 236, my 
b&w Sce: sta. Cls. AA hr. $450, min. $90, 
$45. John H. Fugate, g.m.; Oscar pak. 4 


sls.m. 
Texarkana, KCMC-TV (see Texarkana, Tex.) 


CALIFORNIA 


Bakersfield, KBAK-TV (29) P. O. Box 1448. 
110,000 b&w Sce: sta. Cls. AA hr. oone, min. 
$70, ID $35. A. H. Constant, v.p. & g. 

Bakersfield, KERO-TV (10) 1420 Truxton Ave. 
163,597 b&w Sce: sta. 550 c. Cls. AA hr. $500, 
min. ee = Ag ay tag Mortensen, g.m. ; 


Ed & g. sis. 
Chico, KHSL- Vv (2) 180 :. 4th St. 94,600 b&w 
Sce: sta. *c. Cls. A hr. $225, min. $37.50, ID $20. 


M. F. Woodling, st. m.; 


sis.m. 

Eureka, KIEM-TV (3) Box 1021, foot of Bay St. 
38,472 b&w Sce: RETMA, ARB & sta. Cls. A 
hr. $250, min. $50 ID $25. Donald H. Telford, 
v.p.; W. Edwin Smith, st.m. 

Fresno, KFRE-TV (12) 733 L St. 252,299 b&w 
Sce: sta. 500 c. Cls. A hr. $650, min. $150, 
ID $75. Ed J. Frech, st. m.; Bob Klein, g. 


sis.m. 

Fresno, KJEO (47) Box 1708. 185,710 b&w Sce: 
PCMB & ARB. 510 c. Cls. A hr. $600, min. 
$150, ID $75. Joseph Drilling, v.p. & g.m.; 
William Edholm, c.m. 

Fresno, KMJ-TV (24) 1117 N St. 175,000 b&éw 
Sce: Pacific Coast Measurement Bureau 1,000 
ce. Cls. A hr. $550, min. $150, ID $75. John 
Edwards, st. m.; Wilson Lefler, sls. m. 

Les Angeles, KABC-TV (7) Prospect & Talmadge 
es 2,715,023 b&w Sce: Electrical League 

A. 7,796 ce. Cls. A hr. $2,300, min. $600, 
{D $300. Selig J. Seligman, g.m.; Elton H. 
Rule, g-.sls.m. 

Los Angeles, KCOP (13) 1000 N. Cahuenga Blvd., 
Hollywood. 2,867,516 b&w Sce: Electric League 
of L. A. Cls. A hr. $1,350, min. $350, ID $150. 
Alvin G. Flanagan, g.m.; Amos Baron, sls.m. 

Les Angeles, KHJ-TV (9) 1313 N. Vine St., 
Hollywood. 2,867,576 b&w Sce: Electrical 
League of L.A. 9,107 ¢. Cls. A hr. $1,750, 
min. $400, ID $200. John T. Reynolds, v.p. & 
g.m.; Howard L. Wheeler, sls.m. 

Les Angeles, KNXT (2) 1313 N. Vine St. 
2,441,870 b&w Sce: CBS-TV Spot Sales. 9107 
ce. Cls. A hr. $3,500, AA min. $800, AA ID 
$400. Clark B. George, g.m.; Robert D. Wood, 
g-.sls.m. 

Les Angeles, KRCA (4) Sunset & Vine. 2,300,000 
b&w Sce: NBC Sales, 10,000 c. Cls. AA hr. $3,- 
600, 20 sec. $800, ID $375. Thomas C. McCray, 
v.p. & g.m.; James Parks, sls.m. 

Los Angeles, KTLA (5) 5800 Sunset Bilvd., 
Feiewses. 2,374,363 b&w Sce: sta. 5,208 c. 

r. $1, 500, min. $300, ID $150. Lew Ar- 
ak — Bob Mohr, sls. m. 

Los Angeles, KTTV (11) 5746 Sunset Blvd. 
2,892,563 b&w Sce: Electric League of L. A. 
Cls. A hr. $2,000, min. $600, ID $290. Richard 
A. Moore, p. & g.m.; John R. Vrba, v.p. 
che. sls. 

Redding, KVIP (7) 2770 Pioneer Dr. 60,000 b&w 
Sce: Nielson, ARB&sta. 1000 c. Cls. A hr. 


George Ross, nat. 





New Stations 


WOWL-Tv (15) Florence, Ala. began 
operations October 1. Richard B. 
Biddle, p. & treas., (p. and 52 per cent 
of WOWL Florence) , O. B. 
Miley, sec., (15 per cent of WowL), 
Radio Muscle Shoals 


25 per cent; 


12.5 per cent; 


Inc., (WOWL), 25 per cent; C. V. 
Green, 12.5 per cent; James B. Gam- 
bill, 12.5 per cent; George W. Mc- 


Burney, v 12.5 per cent. Forjoe-Ty 
Inc., rep. 

wPTA (21) Ft. Wayne-Roanoke, Ind. 
Affiliate: ABC-TV. Sarkes Tarzian 


and family, 100 per cent. The Meeker 
Co. Inc., rep. 

KXGN-TV (5) Glendive, Mont. Af- 
filiate: CBS-TV. Lewis W. Moore, p, 
99.8 per cent; Elizabeth Kindsfater, 
Mary Louise Moore, 
Grant Webb & 


v.p., .l per cent; 
sec.-treas., .1 per cent. 
Co., rep. 

winr-Tv (40) Binghamton, 
Affiliate: NBC-TV. 
(Gannett), 100 per cent. 
Hollingbery Co., rep. 

wBoy-Tv (12) Clarksburg, W. Va. 
Affiliates: NBC-TV and ABC-TV. wstv 
Inc., 100 per cent. Avery-Knodel Inc., 


N. Y. 
Binghamton Press, 


George r. 


rep. 

wsuR-TvV (9) Ponce, P.R. Ralph 
Perez Perry, 100 per cent. Pan Amer- 
ican Broadcasting, rep. 
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$250, min. $42.50, ID $22.50. George C. Fle- 
. > © .m.; John Dadiw, loc.sls.m. 


Ave. 413,249 b&w Sce: RETMA & sta. 3,225 c. 
hr. $850 » min. $200, ID $30.3 John H. 
. & g.m.; George J. Kapel, g.sls.m. 

Sacramento, CRA-TV (3) = Tenth S St. os _ 
b&w Sce: Nielsen & sta. 4,000 c. Cls. A 
$900, min. =, ID $110. "Robert E. Kelly, 
st.m.; Robert O’Brien, loc. sls. m 

KSBW-TV (8) ane am, St. Box 1651. 
778 b&w Sce: ARB & 1,000 c. Cls. A 
$425, min. $90, ID 36. John C. Cohan, 
“y “& g.m.; Graham H. sls. d. 
San Rye as bmg agg (8) 577 Fifth Ave. 495,- 
000 b&w Sce: sta. 250 c. Cls. hr. $900, min. 
ay ID cies. George A. Whitney. v.p. & g.m.; 
Bill Fox, st. m 
Diego, KFSD-TV (10) 3642 En rise St. 
490,000 b&w Sce: sta. 225 c. Cls. AA hr. $850, 
min. $200, ID $90. William E. Goetze, exec. 
v.p. & g.m.; Jay Grill, vp. & g.sls.m. 

Tijuane, Mex., XETV (6) 4229 Park Blvd., San 
Diego. 413,832 b&w Sce.: sta. Cls. AA hr. $800, 
min. $180, ID $80. Julian M. Kaufman, v.p. 
& g.m.; William G. Mueller, bus.m. 

San Francisco, KGO-TV (7) ABC Radio-TV 
Center, 277 Golden Gate Ave. 1,221,000 b&w 
Sce: sta. Cls. A hr. $1,250, min. $300 ID $150. 
John H. Mitchell, g.m.; David M. Sacks, 
g-sls.m. 

San Francisco, KPIX (5) 2655 Van Ness, 
1, me 721 b&w Sce: ARF. 2,000 c. Cls. 
AA hr. $1,700, min. $500, ID $250. Philip G. 

, m.; Lou Simon, sls.m. 
Francisco, KRON-TV (4) 929 Mission St. 
1,270,843 b&w Sce: sta. 4,743 c. Cls. AA hr. 
$1,700, 20 sec. a 8 i. $212.50. Harold P. 


sls.m 
San Francisco, KSAN-TV (32) 114 Market St. 
310,000 b&w Sce: Pulse. Cls hr. $115, min. 
$15, ID $9. Norwood J. Patterson, g.m. & sls.m. 
San Jose, KNTV (11) Box 1188, 645 Park Ave. 
244,000 b&w Sce: Nielsen & sta. Cls. A hr. 
ID A cod _— Van Duzer, 


yy min. $90, 1D $45. Richard Cc. D. Bell, p. 
g-m.; Bob ‘Burris, sis. m. 
Stection:* KOVR (13) 225 E. Miner Ave. 
450,000 b&w Sce: sta. Cls. A hr. $650, min. 
$135, ID $68. Terry H. Lee, p. & g.m.; Ned 
Smith, nat. sls. m. 


COLORADO 
Colorado Springs, KKTV (11) 512 S. nar e. 
Bo: See: sta. Cls. 


.m.; Robert D. Ellis, v.p. & nat sls. d. 
rado Springs, KRDO-TV (3) “309 S. 8th St. 
000 b&w Sce: sta. Cls. $175, min. 
—— ID $17.50. Harry W. Hoth Jr., p., g.m. 
sils.m 
Denver. KBTV (9) 1089 Bannock. 470,548 b&w 
ky Mountain Electri Cls. 
A a4 $750, min. $175, ID $87. Joseph Herold, 
st. m.; Tom Young, c.m. 

Denver, ga (7) 131 Speer Blvd. 470,548 
b&w Sce: Rocky Mountain Electri League 
1,466 ec. on A hr. $750, min. $200 ID $100 
Hugh B. Terry, p. & g.m.; Jack Tipton, 
st.m. & sls d. 

Denver, KOA-TV (4) 1625 California St. we 
b&w Sce: Nielsen & sta. 20,000 c. Cls. 
$500, min. $135, ID o% 50 Ralph Radetely 
st. m.; Richard Harris. sls.m 

Denver, KTVR (2) 550 1 tien St. 460,707 b&w 
See: Rocky Mountain Electrical League. Cls. 
A hr. $500, min. —_, » A,’ Hugh Ben La 
Rue, exec. v.p. & ¢ ardner, sis. m. 

Grand Junction, KREX-TV ‘8, ee 
23,703 b&w Sce: sta. Cls. hr. $120, min. 
$24, ID $12. Rex G. Howell, > & g.m.; Robbie 
Robinson, v.p. & tv d. 

Montrose, KFXJ-TV (10) Satellite of KREX- 
TV Grand Junction. 

Pueblo, KCSJ-TV (5) Big Hill. 57,367 b&w Sce: 
sta. Cls. A hr. $225, min. $45, ID $22.50. Cliff 
Hendrix, exec.d.; Jim Croll, nat. sls. & pgm.d. 


CONNECTICUT 
Bridgeport, WICC-TV (43) Box 9140. 172, 4 
w Sce: sta. Cls. A hr. $100 min. $20, 
$10. a ee ag p. & g.m.; e .¥ 4 


&s 

Hartford, ‘WHcr oy 555 Asylum St. 346,500 
béw 3 sta. Cls. A hr. $650. Harvey 4 

Struthers, g.m.; LaMont Thompson, sls. 
Hartford-New Britain, WNBC (30) 1422 ‘New 
Britain Ave., West Hartford. 365,370 b&w 
_— =. 750 c. Cls. A hr. $600, AA min. $140, 
ID $70. Peter Ry Kenney, v.p. & g.m.; 


n B. Needles sls. 

Hartford, WTIC-TV @) 26 Grove St. 1,020,400 
b&w Sce: sta. Cls. A hr. $800, min. $130, ID 
$65. Walter ©. Cc. ae v.p. & g.m.; Irwin C 
Cowper. g. sls. 

New Haven, WNHC-TV (8) —_= See St., 
Box 1859. 974,000 b&w Sce: Cs. 
AA hr. $1,200, min. $270, ID $126. Raward D 

|. &-mM. ; John Cun diff, sls. m 

Wa terbury, WATR-TV (53) 440 Meadow St. 
250,000 b&w Sce: sta. Cls. A hr. $200, min. 
$40, ID $25. Samuel R. Elman, g.m. & c.m. 
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George H. Morris, former commercial 
manager of WHBQ-Tv Memphis, has be- 
come vice president and national sales 
manager of wsix-Tv Nashville, it has 
been announced by E. S. Tanner execu- 
tive vice president and general man- 
ager of the Nashville station. 


DELAWARE 


Wilmington, WVUE (12) Suburban Station 
Blidg., Philadelphia, Pa. 2,051,000 b&w Sce: 
sta. Cls. A nr. $800, min. $160. J. Robert 
Kerns, g.m.; Glenn Lau, ¢.m. 


DISTRICT OF COLUMBIA 

Washington, Pa ew (7) 4461 Connecticut 
Ave. NW. 600,000 b&w Sce: sta. Cls. AA hr. 
$1,500, he $350, ID $175. Frederick S. Hou- 
wink, g.m.; Neal J. Edwards, sls. m. 

Washington, WRC-TV (4) Sheraton Park Hotel. 
754,000 b&w Sce: sta. 2,500 c. Cis. A hr. 
$800. Carleton D. Smith, v.p. & g.m.; Joseph 
Goodfellow, sls. d. 

Washington, WTOP-TV (9) Broadcast House, 
40th & Brandywine N. W. 740,200 b&w Sce: 
CBS. 2,500 c. Cls. A hr. $1,800, min. $400, ID 
=e George F. ~~ ‘agate v.p. for tv; Robert 

J. Bordley, sls. d 

Washington, WTTG (5) c/o Raleigh Hotel, 12th 
& Pennsylvania Ave. NW. 700,000 b&w Sce: 
sta. Cls. A hr. $1, 000, min. $120, ID $48. 
James R. Bonfils, g.m.; Martin Callé, sls. m. 


FLORIDA 

Daytona Beach, WESH-TV (2) Box 1712. 61,000 
b&w Sce: sta. Cls. A hr. $200, min. $40, ID 
$20. Walter Strouse, st. m. & sls. m. 

a Myers, WINK-TV (11) Box 1072, 2824 

alm Beach Blvd. 23,500 — Sce: o. Cls. 
a he. $150. A. J. Bauer, & sis. 

Jacksonville, WJHP-TV (36) “i036 Phillips E Hwy., 
Box 5736. 80,000 b&w Sce: sta. 300 c. Cls. A 
hr.- $350, min. $70, ID $35. T. S. “Gilchrist 
Jr., g.m.; Thomas B. Newsom, st. & sls. m. 

Jacksonville, WMBR-TV (4) 605 S. Main St. 
308,000 b&w Sce: eee & sta 175 c. Cls. A 
hr. ig og _ $160, ID $70. Glenn Marshall 
Jr. & «. Dave Booher, g. sls. m. 

pe RF ay WFGA-TV (12) 1070 E. Fy St. 
243,800 b&w Sce: sta. 500 c. Cls. A hr. $600, 
min. $150, ID aed Jesse H. as v.p.&st.m. ; 

ph W. Nimmons, g. sis. m. 

Miami, WCKT (I) 1401 nN. ” Bay Causeway. 
401,000 b&w Sce: ie 1,500 c¢. Cls. A_ hr. 
gu’ min. $157, ID $119. James M. LeGate, 

; Robert L. Fidlar, sls. m 

Miami “WITV (17) 228 N. E. “3rd St. 290, 000 
b&w Sce: Nielsen & sta. Cls. A hr. $500, min. 
$100, ID $50. Mortimer Loewi, g.m.; Mike Kor- 
man, loc. sls. m 

Miami, WPST-TV. (10) 316 NE 21 St. Cls. A hr. 
$825, min. $210, ID $105. Walter Koessler, 

g-m.; Bob Hanna, c. m. 

Miami, WTVJ (4) 316 N. Miami Ave. 397,000 
b&w Sce: sta. 2,825 c. Cls. AA hr. $1,000, 20 
sec. $250, ID $125. Lee Ruwitch, v.p. & g.m.; 
Bill Brazzil, nat. sls. m. 
rlando, WDBO-TV (6) 30 S. Ivanhoe Blvd. 
177,00 b&w Sce; RETMA & sta. 80 c. Cls. AA 

- $450 min. $90, ID $45. Harold P. Danforth, 


p. & g.m. 

Panama City, by gg (7) Box 428, Hwy. 98, 
Panama City Beach. 31,000 b&w Sce: sta. Cls. 
AA hr. $175, min. $35, 1D A 4 Harry C. Babb, 
st. m.; Milt de Reyna, nat. sls. m. 

WEAR-TV @) * Box “131, Hwy. 90 
West of Pensacola. 152,500 b&w Sce: sta. 20 
ce. Cls. A hr. $240, min. $48, ID $24. Mel 
Wheeler, p. & g.m.; Milt de Reyna Jr., asst. 


g.m. 

St. Petersburg, WSUN-TV (38) Million Dollar 
Pier. 215,500 b&w Sce. sta. Cls. A hr. $400, 
min. $80, ID $40. Fred P. Shawn, g.m.; 
Barney Kobres, sls. m. 

‘allahassee-Thomasville, Ga., WCTV (6) 2225 N. 


Monroe, Tallahassee. 128,229 b&w Sce: RET- 
MA & sta. Cls. AA hr. $350, min. $100, ID $50. 
L. Herschel Graves, g.m.; W. L. Woods, nat. 


sls. m. 

Tampa-St. Petersburg. WFLA-TV (8) 905 Jack- 
son St., Tampa. 350,000 b&w Sce: SRDS. 600 
ce. Cls. A hr. $850, min. $160, ID $80. George 
W. Harvey, v.p. & g.m.; William B. Faber, 


sls. m. 
‘ampa, WTVT (13) 3213 Grand Central Ave., 
Box 1198. 320,000 b&w Sce: sta. 600 c. Cis. 
hr. $850, min. $220, ID $110. P. A. Sugg, 
3. .; John Haberlan, c.m. 
= Palm _ Beach, Le ge a (12) Box 70. 
0,000 b&w Sce: Pulse. Cls. A hr. $250, min. 
$50. ID $25. Bertram Lebhar we exec.v.p. & 
g.m.; Ed J. Hennessey, g. sls. 


154,601 b&w Sce: Pulse & ARB. 
A hr. $275. min. $50, ID $25. Stephen Willis, 
g-m.; Bill Woods, nat. sls. m. 


Tam 


GEORGIA 

Albany, WALB-TV (10) Stuart Ave. at Green- 
wood Dr. 82,500 b&w. Sce: Retma & sta. 300 
ec. Cls. A hr. $250, min. $50, ID $25. James 
M. Robinson, g.m.; Raymond E. Carow, sls.m. 

Atlanta, WAGA-TV *(5) 1018 w. Par. ap | 
NE. 582,690 b&w Sce: sta. 1,600 c. Cls. hr. 
$1,000, min. $250, ID $125. Glenn = 
v.p. & mng. d.; John W. Collins Jr., asst. 
mng. d. sls. 

Atlanta, WLW-A (11) 1611 W. Peachtree St., 
NE. 583,002 b&w Sce: sta. A hr. $900, 
=. 3 $175, _ 4... a LeBrun, = & g-m.; 

Atlanta, Wsmetv (2) White Columns, 1601 W. 
Peachtree St. 545,210 b&w Sce: sta. 350 c. 
Cls. A hr. $1,000, min. $250. John M. Outler 
Jr., g-m.; Marcus Bartlett, st. m. 

Augusta, WJBF (6) 1101 Reynolds St. 300,000 
b&w Sce: sta. 200 c. Cls. A hr. $350, min. 
$75, ID $37.50. Se B. Fuqua, p.&g.m.; T. J. 
Hennessy. sls. m. 

Augusta, WRDW-TV (12) 1301 Georgia Ave., 
N. Augusta. 228,100 b&w Sce: sta. Cls. A hr. 
$350, min. $75, ID $37.50. J. W. Hicks, g.m.; 

u Stratton, sls. m. 

Columbus, WTVM (28) Box 1640, 1307 First 
Ave. 86,328 b&w Sce: sta. 220 c. Cls. A hr. 
$300, min. $60, ID $30. Guy Tiller, g.m.; Joe 
Windsor, asst. g.m.-sls. 

—* WRBL-TV (4) 1350 13th Ave. 168,541 

Sce: sta. *c. Cls. A hr. $400, min. $80, ID 
$40. J. W. Woodruff sy p. & 
“Red” Jenkins, nat. s & prom. d. 

Macon, WMAZ-TV as Bankers Insurance 
Bldg. 126,000 b&w Sce: 1? & CBS *c. Cls. 
A hr. $360, min. $72, ID 36. Wilton E. Cobb, 
g-m.; Frank Crowther, c.m. 

Rome, WROM-TV (9) Horseleg Mountain, 
Scenic Hwy., Box 473. 174,330 b&w oo: 
sta. Cls. A hr. $150, min. $25, ID $15. Ed 
McKay, m.; Chas. Doss, c.m. 

Savannah, WSAV-TV ‘(3) Liberty Nat. Bank 
Bldg. 151,400 b&w Sce: ARF & sta. 150 c. Cls. 
bs hr. $275, min. $55, ID $27.50. Harben Daniel, 
p. & g.m.; Mack Humpidge, ¢.m 

Savannah, WTOC-TV (11) 516 Abercorn St. 
155,785 b&w Sce: sta. 50 c. Cls. A hr. $250, 
min. $50, ID $25. be - Lee Jr., p. & g-m.; 
Ben Williams, v.p. 

Thomasville, WCTV Ky “Tallahassee, Fla.) 


g-m. ; George 


IDAHO 

Boise, KBOI-TV (2) 1007 W. Jefferson St. 
74,475 b&w Sce: ARB & sta Cls. A hr. $25C, 
min. $60, ID $25. Westerman Whillock, p. & 
g.m.; Earl Glade Jr., st. & c 

Boise, KIDO-TV (7) Chamber of Commerce 
Bldg. Mg A b&w Sce: sta. Cls. A hr. $250, 
= $45, ID $20. Georgia M. Davidson, p. & 

.-; George Ganz, sls. m 

Idaho Falls, KID-TV (3) 1335 E. 17th St. 56, = 
b&w Sce: sta. Cls. A hr. $225, min. . 
$22.50. C. ag “Rosy” Layne, g-m. Chaute 
Cain, sls. 

Lewiston, KLEW-TV (3) Satellite of KIMA-TV 
Yakima, Wash. 

Twin Falis KLIX-TV (11) Box 432. 25,000 b&w 
Sce: ARB & sta. Cls. A hr. $175, min. $43.75, 
ID $17.50. Cecil L. Heftel, v.p. & g.m.; Joe 
Gibney, st.m. 


ILLINOIS 


Champaign, WCIA (3) 509 S. Neil. 403,370 
b&w Sce: Nielsen & sta. *c. Cls. AA hr. $900, 
20 sec. $190, ID $95. A. C. Meyer, p.; Guy 
Main, v.p. & sls. 

Chicago, WBBM-TV (2) 630 N. McClurg Court. 
2,350,100 b&w Sce: Nielsen & sta *c. Cls. A 
hr. $4,100, 20 9 $875, ID $437. H. Leslie 
Atlass, v.p. & g.m.: George Arkedis, sls. m. 

Chicago, WEKB “Ty 190 N. State St. 2,300,000 
b&w Sce: Electric Assn. Cls. A hr. $2,200. 
Sterling C. Quinlan, v.p.; Mathew E. Vier- 
acker, g.m. 

Chicago, WGN-TV (9) 441 N. Michigan Ave. 
2,350,100 b&w Sce: Nielsen & sta. Cls. A hr. 
$1,800, min. $375, ID $187.50. Ward Quaal, 
v.p. & g.m.; Theodore Weber, sls. m. 

Chicago, WNBQ (5) Merchandise Mart Plaza. 
2,600,000 b&w Sce: Electric Assn. of Chicago, 
15,000 ec. Cls. A hr. $4,000, min. $900, ID $425, 
Jules Herbuveaux, v.p. & g.m.; Russ Stebbins 


sls. d. 
Danville, WDAN-TV (24) 1500 N. Washington 
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Ave. 74,500 b&w Sce: sta. Cls. A hr. $150, 
min. $25, = op Max Shaffer, st. m.; John 
Decatur, WTVP (17) P.O. Box 168. 190,000 
b&w Sce: Nielsen & sta. Cls. A hr. $350, mm. 
$70, ED o06. Robert G. Wright, st. m.; Ben K. 


Senttee.. WSIL-TV (22) The Television 
Bldg., 21 W. Poplar St. 34,692 oe Sce: sta. 
Cls. A hr. $150, min. $30. oO. L. Turner, st. 


m. 
La Salle, WEEQ-TV (35) Commercial Nat'l 
Bank Bldg., Peoria. Fred C. Mueller, v.p. & 


g.m. 

Peoria, WEEK-TV (43) .<— Nat’l Bank 
Bidg., rm. 319. 244,420 b&w Sce: sta. 1,137 
ce. Cls. A hr. $425, min. $85, ID $42.50. Fred 
C. Mueller, g.m.; William J. 

Peoria, WMBD-TV @) as 1958. 


$550, min. $110, ID $55. - ~~" V. Phillips, 
g.m.; William P. Pipher, sls. 
QA- (see Hanniba’ L Mo. ) 
Quincy, WGEM-TV (10) — ge 
b&w Sce: sta. 350 c. Cls. A 50, min. $60, 
ID $30. Joe Bonansinga, —— Zz Stewart, 


¢.m. 

Rockford WREX-TV (13) Auburn & Winnebago. 
247,761 ey 2 Sce: sta. 500 c. Cls. A hr. $400, 
min. $90, > J. M. Baisch, g.m.; A. J 
Bilardello, sls. 

Rockford, WTVO ™39) x. Meridian Rd. 140,000 
b&w Sce: sta. *c. lo r. $300, min. 
$60, ID oe” Harold Froelich, g-m.; Edward 
Ruppe, sls. 

Rock Island, ‘WHBF-TV ne Telco & CB's 
18 St. 328,119 b&w Sce: 1308 
c. . AA hr. $800, ay sec. roy TA 
Leslie C. Johnson, v.p. & g.m.; ake 3 
ken, asst. g.m. & sls. d. 

Springfield, WICS (20) 523 E. Capitol Ave. 
108,000 b&w Sce: sta. 100c. Cls. A hr. $250, 
min. $50, ID $25. Milton D. Friedland, g.m.; 


Warren R. King, c.m. 
Springfield, WMAY-TV (36) Spring 1958 


INDIANA 


Anderson, WCBC-TV (61) Nov. 1957 

Bloomington, WTTV (4) State Fair grounds, 
Indianapolis. 667,881 baw Sce: A. Cls. 
A hr. $1, —_ min. $180, ID $90. Frank Willis, 


nat. s 

rt WSJV-TV (52) 3600 Oakland Rd. 
215,814 b&w Sce: ARB & sta. Cls. A hr. $300, 
min. $60, ID $30. Paul C. au, v.p. & g.m.; 
Vincent T. Doyle, nat. sls. 

Evansville, WFIE-TV (14) itis Mt. Auburn Rd. 
157,329 b&w Sce: sta. 261 c. Cls. A hr. 
$350, i° $70, ID $35. E. ag 4 Smith, v.p. 
&g Lee Browning, g. sls. 

Seansvilie.Rendercen, Ky., WERT.TV ee) Box 
395. 152,250 b&w Sce: sta. 150 c. Cls. A hr. 
-_ min. $80, ID $40. Edwin G. T opauad Jr., 

g-.m.: Howard Duncan, sls. 

BE WwTVw (7) 405 Carpenter St. 203,500 
b&w Sce: sta. Cls. A hr. $350, min. $70, ID 
$35. Dick Shively, m.; Bill Spillman, sls. m. 

Fort Wayne, mig ag A 5) 2915 W. State Blvd. 
206,145 b&w Sce: 150 ¢. Cls. AA hr. 
$400, min. $80, ip “Sao. R. Morris Pierce, 
mng.d.; John Keenan, sls.d. 

Fort Wayne, WKJG-TV Mug: 220 E. Jefferson 
St. 181,630 b&w Sce: 1,000 c. Cls. AA hr. 
= min. $90, ID $45. Edward L Thoms, 

& g.m.: Carleton B. 

Fort “Wayne, WPTA- TV ay “Butler Ra. Ronald 
R. Ross, g.m.; Frank B. Willis, nat. sls. m. 

Indianapolis, WFBM-TV (6) 1330 N. Meridian. 
700,000 b&w Sce: sta. 5,000 c. Cls. A hr. 
$208, —— $160, Le Eldon Campbell, 

p. & g.m.; Don Men 
Indianapolis. ‘WISH-TV ts) my 440 N. Meridian 
St. 72§,285 b&w Sce: sta. 5,000 c. Cls. AA hr. 
$1,300, min. $300, - $150. Robert B. McCon- 
| vp. & og George W. Diefenderfer 
Jr., nat. sls. serv. 

Indianapolis, WoW." (13) 714 Merchants Bank 
Bldg. Cls. A hr. $880, min. $120, ID $60. John 
Babcock, asst. g.m., Bob Lamb, sls. m. 

Lafayette, WFAM-TV (59) McCarty Lane. 98,- 
000 b&w Sce: sta. 75 ce. Cls. A hr. $200, 
min. $40, ID $20. Henry Rosenthal, st. g.m.; 
Richard Long, sls. m. 

Muncie, WLBC-TV (49) Radio Center, Box 271. 
107, 250 b&w Sce: sta. 7 z Cls. A hr. $225, 
min. $50. W. F Craig. 

South Bend. WNDU-TV "Ge Box 989. 220,000 
b&w Sce: sta. 800 c. Cls. A hr. $500, min. 
$100, ID $50. Bernard 4 - ee v.-p. & g.m.; 
William Thomas Hamilto 

South Bend, WSBT-TV (34) “Reapdicent Center, 
300 W. Jefferson Blvd. 185,000 b&w Sce. sta. 
50 ec. Cls. AA hr. ae, _ $100. Neal B. 
Welch, g.m.; Will D. 

Terre Haute. WrHE-TV M16) O18 Ohio St. 251,- 
970 b&w Sce: Nielsen sta. 75 c. Cls. A hr. 
$500, min. $100, ID $50. J. M. Higgins, g.m.; 
George A. Foulkes, nat. sls. m. 


IOWA 

Ames, WOI-TV (5) Service Bidg., Iowa ~~ 
College Campus. 330,000 b&w Sce: sta. 
Cls. A hr. $650, min. $140, ID $70. Robert € 
Mulhall, g.m.; Don Peterson, nat. sls. m. 

Cedar Rapids, KCRG-TV (9) First Ave. at First 
St. SW. 331,512 b&w Sce: RETMA & sta. Cls. 
A hr. $425, min. $85, ID $42.50. Frank T. Nye, 
g-m.; Richard J. Butterfield, sls.m. 





Charles H. Philips has been appointed 
national sales manager for WCKT 
Miami by Niles Trammell, president of 
the Biscayne Television Corp. Mr. 
Philips was previously manager of 
sales development of the Edward 
Petry Co., N. Y. 


Cedar Rapids, WMT-TV (2) Paramount Theatre 
Bldg. 344,380 b&w Sce: Nielsen & sta. *c Cis. 
AA br. $625, min. $125, ID $62.50. William B. 
Quarton, exec. a> & g.m.; Lewis Van 
Nostrand v.p. s 

Sones, WOCTV (6) 805 Brady +. Sth eee 

See: RETMA. 5,000 c. Cls. AA hr. $800, 
es $200, ID $100. Ernest S. Sanders, a, m.; 
Mark Wodlinger, res. lb 

Des Moines, KRNT-TV (3) KENT Center, 9th & 
Pleasant Sts. ¢ *e Cls. A hr. $700, min. $160, 
ID $80. Robert W. Dillon, v.p. & g.m.; Paul 


M. Elliott, e.m. 

Des Moines, WHO-TV -. pee Walnut St. 
322,000 b&w Sce: sta. 1,4 Cls. AA hr. 
a — a. ID $75. ° Paul - — 


: Robert H. Harter. sls. 
Ft. Dedze. KQTV (21) 912 Ist Ave. S. mit 322 
b&w Sce: sta. Cls. A hr. $150, min. $40, 
ID = Edward Breen, p.&g.m.; Rollie Camp, 


sls. 

Mason City, KGLO-TV (3) 2nd & Pennsylvania. 
127,780 b&w Sce: Nielsen & sta. Cls. A hr. 
$350, min. $70, ID $35. Herbert R. Ohrt, exec. 
v.p. & g.m.; Lloyd D. Loers, sls. m. 

Ottumwa, KTVO (see Kirksville, Mo.) 

Sioux City, KTIV (4) 10th & Grandview. 

b&w Sce: sta. 500 c. Cls. A hr. 
$350, min. $75. =? $27.50. Dietrich Dirks, 


— min. $100, ID $50. Donald D. Sullivan, 
& g.m.; Robert B. Donovan, e.m. 
Waterloo, KWWL-TV (7) Insurance wy P~ 

4th & yreuk=e, 331,512 Sce: RETMA 
750 ec. Cls. hr. $625, min. $125, ID $62'50. 
R. J. Sekine, g-m., James S. Dugan, nat. 


sls. m. 
KANSAS 
a a KTVC (6) Satellite of KAKE- 
Garden City, KGLD-TV (11) Nov. 1957 
Goodland, KWGB-TV (10) Nov. 1957 





Keith E. Barze, former instructor for 
radio and television at the University 
of Alabama has been appointed pro- 
gram director of werc-Tv Birming- 
ham, it has been announced by R. T. 
Schlinkert, general manager. 


Great Bend, KCKT (2) Box 182, ‘ pin N. - 
Hwy. 281. 184,622 b&w Sce: 

Cis. A hr. ease, min. $50, ID se5- ” Victor E 
pam, a mng. d.; E. L. Kuhiman, opertns. m. 
sls. 

oeeeare, "KOAM-TV (7) Box 603. 161,851 baw 

Sce: sta. Cis. A hr. a min. $60, ID $30. 
R. E. “Wade. g-m. & sis 

Topeka, WIBW-TV Os), Box’ 119. 219,300 b&w 
See: Electric Assoc. K. C. *c. Cls. A hr. 
$480, min. $96, ID $48. Thad M 
g.m.; Ray Senate, sis. coordinato’ 

Wichita, KAKE-TV (10) 1500 N. West. 265,395 
b&w Sce; sta. A hr. $600, min. $135, ID 
$68. Martin ALFA v.D. 
D. Waldron, nat. sls. m. 

Wichita, KARD-TV (3) 833 N. Main. 265,430 
b&w Sce: sta. 2,000 c. Cls. AA hr. $650, min. 
ang ID $75. Wm. J. eo exec. v.p. & g.m.; 

m Sbarra, v.p. & sls. 

Wichita: Hutchinson, KTVH (12) 1800 N. Plum, 
Hutchinson. 261,500 b&w Sce: sta. 500 c. 
Cls. AA hr. $575, min. $135, ID $67. 50. Howard 
= ape g-m.; E. W. “Ernie” Dallier, 

. sls. m. 


M. Sandstrom, 


g-m.; Donivan 


KENTUCKY 


Henderson, WEHT (see Evansville, Ind.) 

Lexington, WKXP-TV (27) Broadcast Central. 
Cls. A hr. $251.30, min. $41, ID $25.10. Fred- 

g.m.; Miller Welch, ¢.m. 


St. f Cis. A hr. $218.50, min. $35 65 ID $21.85. 
Earl L. 7s exec. v.p. & g.m.; Jim Pen- 


nock, sls. 

Louisville, WAVE-TV (3) 334 E. Broadway. 
527,170 b&w Sce: Nielsen & sta. 12,000 c. Cis. 
A hr. 8A 025, min. $230, ID $115. Nathan Lord, 

ve = Ralp Ih Jackson, c.m. 

Leu ville. WHAS-TV (11) 525 W. Broadway. 
Cis. A hr. $1,000, min. $200, ID $100. Vic- 
tor A. Sholis, v.p. & d.; Albert J. Gillen, sls. 


Paducah, WPSD-TV (6) 100 Television Lane, 
Box 1037. 155,000 b&w Sce: sta. *c. Cls. A hr. 
$400, min. $80, ID $40. E. J. Paxton Jr., v.p. 
& g.m. Sam Livingston, asst. g.m. in che. 
8 


LOUISIANA 

Alexandria, KALB-TV (5) 6th & Washington 
Sts. 126,400 b&w Sce: sta. Cls. A hr. $250, 
min. $50, ID $25. Willard L. Cobb, g.m.; 
Marvin Reuben, nat. sls. m. 

Baton Rouge, WAFB-TV (28) 929 Government 
St. "104, 000 b&w Sce: sta. Cis. A hr. $250, min. 
$50, bays oe. — E. Gibbens, p. & g.m.; Mer- 
vyn 

Baton oy WBRZ (2) 1650 Highland Rd. 
100 b&w Sce: Nielsen & sta. 500 c. Cls. A 

hr. $300, min. $65, ID — 50. John H. Bone, 
g-m.; Guy Corley, g. sls 

Lafayette, KLFY-TV (10) 1301 Oak Ave. 185,837 
b&w Sce: SRDS 2,698 c. Cis. A hr. $250, min. 
$50, ID $25. Dierrell Hamm, g.m.: Quitman 
Henley, tv sls. m. 

Lake Charles, KPLC-TV (7) 320 Division St. 
175,300 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. Pelham Mills Jr., g. m.; Art 
Reuben. 


» Sis. m. 

Lake Charles, KTAG-TV (25) 645 15th St., Box 
173. 62,167 b&w Sce: sta. Cls. A hr. $150, 
min. $25, ID $12.50. Raymond Dorsey, g.m.; 
Harper Clarke, asst. m. & sls. m. 

Monroe, KNOE-TV (8) KNOE Rd., Box 1713. 
300,000 b&w Sce: sta. 100 c. Cls. AA hr. $400, 
min. $80, ID $40. Paul H. Goldman, v.p. & 
g-m.; Jack Ansell Jr., tv sls. & prom. d. 

New Orleans, WDSU-TV (6) 520 Royal St. 
436,813 b&w Sce: sta. 1,400 ec. Cls. A hr. 
$900, min. $170, ID $85. Robert D. Swezey, 
exec. v.p. & g.m.; Louis A. Read, v.p. & e.m. 

New Orleans, WJMR-TV (20) 1500 Canal St. 
175,000 b&w Sce: sta. 500 c. Cls. A hr. $450 
min. $60. ID $40. George A. Mayoral, v.p. & 
g.m.: Paul Reville. sis. & c.m. 

New Orleans, WWL-TV (4) 1024 N. Rampart St. 
Cis. A hr. on min. $150, ID $75. Howard 
Summerville, ¢. 

Shreveport. KSLA ATV (12) P.O. Box 92, Wash- 
ington Youre Hotel, 225 000 Sce: sta. *e. Cls. 
A hr. = Ly tH, ID $62. _ Winston B. 
Linam, st. e Flett, sls. 

Shreveport, KTBS-TV. “(3 3i2 E. "anes Hwy. 
301,610 b&w Sce: RETMA & sta. 600 c. Cls. A 
hr. $400, min. $100, ID $50. Patrick J. White, 
st. m.; Joe B. Foster, ¢.m. 


MAINE 

Seer, watt (6) 55 State St. 107,000 b&w 
Sce: 100 c. Cis. A hr. ne ID $35. Leon 
P. Aad Jr., v.p. & g.m.; Robert McCaus- 
land sis. m. 

Bangor, W-TWO (2) 7 Main St. 106,000 b&w 
Sce. CBS. *c. Cls. A hr. $300, min. $60, ID $30. 
Murray Carpenter, o. & g.m.; Rudolph Mar- 


coux, v-p. & bus. m. 

Poland Spring, WMTW (8) Riccar Inn. 288,000 
b&w Sce: Nielsen. Cls. A hr. $400, min. $80, 
= $40. John H. Norton Laie v.p. & g.m.; Car- 

Knight, renl. sls. 

Portiand, WCSH-TV (6) 157 High St. 210,000 
b&w Sce: Nielsen & sta. 400 c¢. Cls. A hr. 
$500, min. $100, ID $50. William H. Rines, 
mng. d.; Jack S. Atwood, tv. st. m. 

Portland, A. ng (13) 390 Congress St. 
185,000 See: sta. 100 c., Cls. A_ hr. 
$300, Be $60, ID $30. Creighton E. Gatehell, 
v.p. & g.m.; Richard E. Bates, sls. m. 
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Presque Isle, WAGM-TV (8) 489 Main St. 20,000 
~ a ogi ls. A hr. $150, min. $30, ID 
tte Harold ‘D. Glidden, g.m.; Forrest Craig, 
sls. m. 
MARYLAND 


Baltimore, WJZ-TV (13) Television Hill. 734,134 
b&w Sce: sta. Cls. AA hr. $1,275, min. $250, 
ID $125. al H. Israel, g.m.; Pel Schmidt, 
loc. sls. 

Baltimore, "WBAL-TV (11) 2610 N. ee St. 
741,543 b&w Sce: sta. 650 c. Cls. A hr. $1,500, 
min. $350, ID $175. Leslie H. Pear Jr. v.p. & 
st. m.; Willis K. Freiert, asst. st. m. & sls. m. 

Baltimore, ey (2) 2 W. Redwood St. 
745,727 b&w sta. 2,417 c. Cls. A hr. 
$1,500, min. $50. ID wave. E. K. Jett, v.p. & 


tvd.; E. A. Lang, sls. 

WBOC-TV (6) Radio-Tv Park, 57,- 
110 b&w Sce: sta. Cls. A hr. $200, min. $37.50, 
ID $20. Charles J. Truitt, v.p., g-m. & nat. sls. 
m.; H. Wendell Henry, loc. sls. m. 


MASSACHUSETTS 
Adams, WCDC (19) Len Lavendol, res. m. Satel- 
lite of WCDA Albany 
Boston, WBZ-TV 4) 1170 Soldiers Field Rd. 
1,507,149 b&w Sce; ARF & sta. 64 c. Cls. AA 
hr. $2,400, 20 sec. $590, ID $295. F. A. Tooke, 
g-.m. ; James E. Allen, sls. m. 
Boston, WHDH-TV (5) Nov. 1957 
Boston. Fang veg (7) 21 Brookline Ave. 1,458,- 
b&w Sce: sta. *c. Cls. A hr. $2,200, min. 
$380, ID $170. Norman Knight, exec. v.p. & 
qm; Thomas Bateson, sls. serv. & nat. 
sls. d. 

Boston, WMUR-TV (see Manchester N.H.) 
Greenfield, WRLP (32) Box 32, Northfield Wal- 
lace I. Green, st. m.; Philip J. Renison, sls. m 

Satellite of WWLP Springfield. 
Springfield-Holyoke, WHYN-TV (55) 1300 Liber- 
ty. 250,000 b&w Sce: ARB & sta. 572 c. 
Cis. A hr. $600, min. $140, ID $60. Charles N. 
DeRose, g.m.; Patrick J. Montague, sls. m. 
Springfield, WWLP (22) Box hang 250,000 
b&w Sce: sta. 627 c. Cls. AA hr. $600, min. 
$140, ID $60. William L. Putnam g.m. & 
treas.; James H. Ferguson Jr. g. sls. m. 


MICHIGAN 

Ann Arbor, WPAG-TV (20) Hutzel Bldg. 31,000 
b&w Sce: sta. Cls. A hr. $150, min. $30, I 
$15. Edward F. Baughn, v.p. & g.m.; Kenneth 
MacDonald, sls. m. 

Bay 3 3 WNEM-TV (5) 814 Adams. 580,536 
b&éw RETMA 3,500 c. Cls. A hr. $680, 
—_ sis, ID $67.50. Harry E. Travis, v.p. & 


b&w Sce: sta. Cls. A —_ $350, m‘n. $90, ‘ID 
$45. Gene Ellerman, v.p., ae. Sm. m.; Daryl 
Sebastian, asst. g.m. & ‘om. 

Detroit, CKLW- TV (9) 3300 Guantien Bldg. 
1,600,000 b&w Sce: sta. Cls. A hr. $1,200, min. 
$240, ID $95. J. E. Compan, p. & g.m.; 

orman Hawkins, nat. sls. 

Detroit, WJBK-TV (2) 7441 Second Blvd. 1,700,- 
000 b&w Sce: SRDS. 5,000 c. Cls. A hr. 
$2,600, 20 sec. $650, ID $325. Bill Michaels, 
v.p. & mng. d.; Keith T. McKenney, loc. sls. 


m. 
Detroit, WWJ-TV (4) 622 W. Lafayette. 1,620,000 
b&w Sce: sta. 5.300 c. Cls. A hr. $2,400, min. 


$600, ID $300. Edwin K. Wheeler, g.m.; Don 


DeGroot. asst. x.m. 

Detroit, WXYZ-TV_ (7) 28 W. Adams. 1,610,- 
000 b&w Sce: Nielsen & sta. Cls. AA hr. 2,200, 
min. $550, ID $220. James G. Riddell, p.&g-.m. ; 
Ralph Dawson, tv sls. d. 

Flint, WIRT (12) Nov. 1957 

Grand Rapids, WOOD-TV (8) 120 Collece Ave. 
-. ~ 961 b&w Sce: Nielsen & RETMA 500 

A hr. $1,175, min. $250, ID $125. 
Willard Schroeder, p. & g.m.; Arthur Swift, 
g.sls. m. 

Kalamazoo, WKZO-TV (3) 124 W. Michigan. 
690,910 b&w Sce: Nielsen & sta. *c. Cls. A. 
hr. $1,150, min. $230, ID $115. Carl E. Lee 
v.p. & mng. d.; Donald W. DeSmit Jr., sls. m. 

Lansing. WJIM-TV (6) 2820 E. Saginaw. 452.000 
b&w Sce: sta. F50 c. Cls. A hr. $900, min. $180, 
ID $90. Harold F. Gross, p. & g.m.; Gar 
Meadowcroft, g. sls. m. 

Marquette. WDMJ-TV (6) 249 W. Washington 
St. 60.000 b&w Sce: sta. One hr. $150. min. 
$30, ID $15. W. - Treloar, g.m.; Robert 
Luke, st. & sls. 

Saginaw. WKNX- Tv. “(57) 221 S. Washington 
Ave. 160,600 Le Sce: sta. 150 c. Cls. A hr. 
$375. min. $75. ID $37.50. William J. Edwards, 
p. & g.m.; Rohert M. Chandler, c.m. 

Traverse City, WPBN-TV (7) 314 Front St. 66,- 
879 b&w Sce: sta. 41 c. Cls. A hr. $140, min. 
$26.50, ID $14.50. Robert E. Detwiler, m. 


MINNESOTA 
Austin, KMMT-TV (6) 218 Bradley Bldg., 10 E. 
Superior St. 150,000 b&w Sce: sta. Cls. A hr. 
$200, —_. $30, = $18. Don E. Inman, st. m.; 


Don Jon sls. 
Duluth, KDAL-TV 3) 218 Bradley Bldg. 148,700 
w Sce: CBS. Cls. A hr. $450, min. $101.25, 
ID $45. Odin Ramsland, v.p. & g.m.; John 

Grandy, sls. m. 
Duluth-Superior, Wis., WDSM-TV (6) 230 E. 
Superior St. Duluth. 136,100 b&w Sce: 
RETMA. 330 c. Cls. A hr. $400, min, $80, 
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Carlo Anneke (1.), former station man- 
ager of wosM Duluth has been made 
general sales manager of WDSM-TV. 
Tom Gavin (r.) former general sales 
manager of WDSM-Tv has been named 
general manager of wos. Mr. Anneke 
has been with the Duluth station for 
more than four years. Mr. Gavin has 
been active in broadcasting for about 
25 years. 


4 $40. C. D. Tully, g.m.; Tom Gavin, g. sls. 


Minneapolis, KMGM-TYV (9) ‘e ~¥ Tower, 600,- 
000 b&w Sce: sta. Cls. hr. $1,000, min. 
$200, ID $80. Seymour Weintraub, p. & g.m. 
Milton J. Westerman, acting s 

Minneapolis-St. Paul, KSTP-TV. roy "$415 Uni- 
versity Ave., St. Paul. 615,000 b&w Sce: sta. 
200 c. Cls. A hr. $1,000, min. $250, ID $125. 
Stanley E. Hubbard, p. & g-m.; Marvin Rosene, 
g. sls. m. 

Minneapolis, WCCO-TV (4) 50 S. 9 St. 691,900 
b&w Sce: sta. 400 c. Cls. A hr. $1,600, min. 
$400, ID $160. F. Van Konynenburg, exec. 
v.p.; Robert N. Ekstrum, sls. m. 

Minneapolis, WTCN-TV (11) 2925 Dean Blvd. 
553,610 b&w Sce: Nielsen & sta. Cls. A hr. 
— min. as ID $85. Phil Hoffman, v.p. & 

g.-m.; Jam . Hoel, tv sls. m. 

Rechester, KROC-TV (10) 100 ist Ave. Bldg. 
144,440 b&w Sce: Nielsen & sta. 200 c. Cls. A 
hr. $250, min. $50, ID $25. Willard Lampman, 
st. m.; Will Jackson, sls. m. 


MISSISSIPPI 


Columbus, WCBI-TV (4) Gilmer Hotel. S0,000 
b&w Sce: sta. Cls. A hr. $180, min. $35, ID 
ous. P. B. Hinman, st. m.; W. W. Whitfield, 
sls. m. 

Hattiesburg, WDAM-TV (9) Hiway 11, N. 78,- 
200 b&w Sce: sta. 251 c. Cls. A hr. $175, 
min. $35, ID $17.50. Marvin Reuben, v.p. & 
g.m.; Jerry Keith, sls. m. 

Jackson, WJTV (12) Box 8187, £21,000 b&w 
Sce: sta. *c. Cls. A hr. $400; min. $90, ID $45. 
Owens F. Alexander, st. m. & nat. sls. m.; 
Bill Carlier, loc. sls. m. 

Jackson, WLBT (3) 715 S. Jefferson St.. 220,000 
b&w Sce: Nielsen & sta. 350 c. Cls. A hr. $400, 
min. $90, ID $45. Fred L. Beard m. ; Frank Gen- 
try, sls. m. 

Meridian, WTOK-TV (11) Southern Bldg., Box 
1771. 94,000 b&w Sce: sta. *e. Cls. A hr. 
$275, min. $55, ID $27.50. Robert F. + p. 
& gm. W. B. Crooks Jr., v.p. & ¢ 

Tenele. WTWV (9) Beech Springs Ra. 26,215 
b&w Sce: sta. Cls. A hr. $150, min. $30, ID 
$18. Frank K. Spain, p. & g.m. 


MISSOURI 


Cape Girardeau, KFVS-TV (12) 324 Broadway. 
167,674 b&w Sce: sta. 150 c. Cls. AA hr. $600, 
min. $125. sneat O. Hirsch, st. m.; Jack 
Ramey, sls. 

Columbia, KOMU-TV (8) Highway 63 South. 
104,950 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. Edward C. Lambert, g.m.; John 
O. Conwell, c.m. 

Hannibal, KHQA- TV (7) 510 Maine, Quincy, 
Ill. 174,880 b&w Sce: Nielsen & sta. 124 c. Cls. 
A hr. $350, min. $70, ID $35. Walter J. Roths- 
child, gm. & nat. sls. m.; Merritt Milligan, 


asst. m. & pgm. d. 

Jefferson City, KRCG-TV (13) Callaway Hills 
Farms, Hwy. 54 N. 113,780 b&w Sce: RETMA. 
Cls. A hr. $200, min. $40, ID $20. Robert 
Blosser, g.m.; Ron Maxwell, sls.m. 

Joplin, KODE-TV (12) 1928 W. 13th. 139,597 
b&w Sce: sta. 50c. Cls. A hr. $300, min. 
$67.50, ID $30. Harry D. Burke, v.p. & g.m.; 

. Knight, sls.m 

Kansas" City, KCMO- TV (5) 125 E. 81st St. 
502,050 b&w Sce: Nielsen, 2,500 c. Cls. AA hr. 
$1,400, min. $300, ID $150. E. K. Hartenbower, 


; S. B. Tremble, c.m 

Kenens City KMBC-TV (9) KMBC bidg., llth & 
Central. 494,323 b&w Sce: sta. 110 c. Cls. A 
% hr. $480, min. $160, ID $80. John T. 
Schilling, v.p. & g.m.; George J. Higgins, 
v.p. & sis.m. 

Kansas City, WDAF-TV (4) 3030 Summit St. 
659,930 b&w Sce: Electric Assn. of K.C. 2,077 
e. Cls. A hr. $1,060, min. $212, ID $106. 
bg A. Bates, st.m.; E. Manne Russo, 
sls. 

Kirksville, KTVO (3) 209 E. 2nd St., Ottumwa, 
Ia. 222,954 b&w Sce: sta. Cls. A hr. $300, 
min. $60, 1 ID $30. Berg Allison, st.m.; Elmer 

St. Joseph, KFEQ-TV (2) 40th & Faraon Sts. 
195,981 b&w Sce: Electric Assn. Cls. A hr. 
— min. $60, ID $30. Glenn G. Griswold, 

° ayne Beavers, c.m. 

st. haute, KSD-TV (5) 1111 Olive St. 967,000 
b&w Sce: sta. *c. Cls. A hr. $1,200, min. 
$300, ID $150. George M. Burbach, st. m.; 
Guy E. Yeldell, sls.m. 

St. Louis, KTVI (2) 5915 Berthold Ave. 967,002 
b&w Sce: sta. Cls. AA hr. $1,000, min. $250, 
ID $125. os J. Bernard, v.p. & g.m.; John 
Hyatt, sls. 

St. Louis, KWK-TV (4) 1215 Cole St. ¢ * Cls. A 
hr. $1,500, min. $330, ID $165. Robert T. 
Convey, p. & g.m.; V. E. Carmichael, v.p. & 


s.d. 
Sedalia, KDRO-TV (6) 2100 W. Broadway. 67,- 
000 b&w Sce: sta. Cls. A hr. , min. $30, 
> — Le Chapman, g.m.; Max Cassing, 


Spriawaeld, KTTS-TV_ (10) Box 1716, SSS. 
188 b&w Sce: ARF & sta. 258 c. Cls. A 
hr. $325, vy Nw 25, ID $32.50. G. Pearson 
Ward, v.p 

Springfield, RTT (3) Pe W. Sunshine. 114, 914 

w Sce: sta. 200 Cls. A hr. $325, min. 
$81.25 ID $32.50. R. L. Stufflebam co-m. 
e.m.; Carl Fox, co-m. 


MONTANA 


Billings, KOOK-TV (2) Box 2557. 40, 000 b&w 
Sce: Nielsen & sta. Cls. A hr. $200, min. $45, 
ID $22.50. V. V. Clark, exec. v.p. & g.m.; 
John H. Conner, c.m. 

Butte, KXLF-TV (4) 1003 S. Montana. 52,572 
b&w Sce: ARF & sta. Cls. A hr. $200, min. 
we ID $20. E. B. Craney, st.m.; Arne Anzjon, 


Glendive, KXGN-TV (5) Don Palen, g.m.; Karl 
Johnson, sls.d. 

Great Falls, KFBB-TV (5) Box 1139. 35,100 
b&w Sce: sta. Cls. AA hr. $200, min. $40, ID 
$20. J. P. bone p. & g.m.; W. C. Blanch- 
ette, st.m. & 

Helena, KXLI-TV (12) Fall 1957. 

Kalispell, KGEZ-TV (9) Box 439. Cls. A hr. a 
min. $20, ID $10. ey K. Vick, v.p. & g.m.; 
Robert S. Bennett, 

Missoula, KMSO-TV 3) 340 W. Main. 37,300 
&w Sce: sta. Cls. A hr. $1£0, min. $30, ID 
$15. A. J. Mosby, 


p.; S. John "Schile, g.m. & 
sls.m. 


NEBRASKA 

Hastings, KHAS-TV ° Box 476. 107,134 b&w 
Sce: sta. *c. Cls. A hr. $250, min. $43. 75, ID 
$21.88. Duane L. Watts, g. m. & sls. m. 

Hay Springs, KDUH-TV (4) Nov. 1957. 

Hayes Center, KHPL-TV (6) — Satellite of 
KHOL-TV ‘Kearney. 

Kearney, KHOL-TV (13) 414 E. Ave., Holdrege. 
119,000 b&w Sce: sta. 50 c. Cls. A hr. $300, 
min. $60, ID $30. Jack Gilbert st. m. & sls. m. 

Lincoln, KOLN-TV (10) 40 & W. 222,037 
b&w Sce: RETMA. Cls. A hr. $350, min. $70, 
7 os, 4. A. James Ebel, v.p. & g.m.; Lester C. 

u, & 

Omaha, KETV (7) 27th & douglas Sts. Cls. AA 
hr. $900, min. $200, ID $100. Eugene S. Thomas 
v.p. & g.m.; Robert O. Paxson, sls.m. 

Omaha, KMTV (3) 2615 Farnam St. 412,250 
b&w Sce: Nielsen & sta. 2,500 c. Cls. A hr. 
o— min. $225, ID $115 Owen Saddler, exec. 

gz.m.; Arden E. Swisher, g. sls. m. 

Ouake, WOW-TV (6) Insurance Bldg. 422,000 
b&w Sce: sta. *c. Cls. A hr. $735, min. $170, 
ID $80. Frank bag Fogarty, v.p. & g.m.; 
Ebener, tv sls. 

Scottsbluff, KSTF. "(10) Satellite of KFBC-TV 
Cheyenne, Wyo. 


NEVADA 


Las Vegas, KLRJ-TV (2) 4850 Henderson Hwy. 
33,779 b&w Sce: sta. 400 c. Cls. A hr. ot 
min. $F0, ID $30. William D. Stiles, g.m. 
Allen W. Dunn, nat. sls. m. 

Las Vegas, KLAS-TV (8) Wilbur Clark’s Desert 
Inn. 32,500 b&w Sce: sta. Cls. A hr. $250, 
min. $50, ID $25. Marian Y. Komar, g.m. & 
nat. sls.m.; Alex Gold, loc. sls. m. 

Las Vegas KSHO- TV (13) El ee” Vegas 
Hotel. 22,000 b&w Sce: sta. Cls. hr. $200, 
min. $40, ID $20. Jean Paul King g-m. ; Jay 
Cowan, c.m 

Reno, KOLO-TV (8) 770 E. Fifth. 55,500 b&w 
Sce: ARF & sta. Cls. A hr. $300, min. $60, 
1 $30. Harry Huey, g.m.; Lee D. Hirshland 
st. m. 


NEW HAMPSHIRE 
Manchester, WMUR-TV (9) 1819 N. Elm St. 
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1,127,959, b&w Sce: RETMA. Cis. A hr. $700, 
min. $165, ID $70. Norman A. Gittleson, exec. 
v.p. & g.m.; m Moore, nat. sis.m. 
-. Washington, WMTW (see Poland Spring, 
e.) 


NEW JERSEY 
Newark-New York, N.Y., waey, - | 515 Madi- 
N 000 b&w Sce: sta. Cls. A 


son Ave., N. 4,730, 

hr. $1,500, min. $30 0, ID “piso. Tae R. 
Rosenhaus, P. g.m.; Edward Cossman, g. 
sls. m. 


NEW MEXICO 


Albuquerque, KGGM-TV (13) Box 1294. 108,077 
b&w Sce: sta. 300 c. Cls. A hr. $400, min. 
$85, ID $45. A. R. Hebenstreit, p. & g.m.; 
Ralph C. Rhoads, sls. & asst. m. 

Albuquerque, KOAT-TV (7) 122 Tulane Dr. SE. 
100,000 b&w Sce: sta. Cls. A hr. $250, min. 
$35, ID $15. Walter J. Stiles, ee v.p. & st.m. ; 
Clinton D. McKinnon, p. & g 

Albuquerque, KOB-TV w 1430" "Coal Ave. SW. 
132,300 b&w Sce: sta. 200 c. Cls. A hr. $410, 
min. $85, ID $45; ey S. Johnson, st. m.; 
Rolf 8S. ‘Nielsen, sls. 

Carlsbad, KAVE-TV 6) yy! W. Church St. 
35,000 b&w Sce: sta. A hr. $150, min. $30, 
ID $15. — H. Battison, g.m. & sls.m.; Don 
Husted, asst. g.m. 

Clovis, RICA TY (12) 1000 Sycamore St., Box 
111, 25,000 b&w Sce: sta. Cls. A hr. $150, min. 
$30. ID $15, Robert L. Sander, st.m.; Jim 
Richardson, slsm 

Roswell, KSWS- TV (8) 1717 W. 2nd St. 72,215 
b&w Sce: ARB & RETMA 215 c. Cls. A hr. 
$250, min. $50, ID $25. John A. Barnett, o. & 
g-m.; Paul B. McEvoy, sls. m. 

Santa Fe, KVIT (2) Nov. 1957 


NEW YORK 


Albany, WCDA (41) Box 4100. 225,000 b&w sce: 
sta. Cls. A hr. $625, min. $130, ID $65. 
Thomas S. Murphy, g.m.; William Lewis, 


sls. m. 

Albany, WTRI (35) 15 N. Pearl St. 225,000 b&w 
Sce: sta. Cls. A hr. $400, min. $75, ID $37.50. 
William A. Riple, g.m.; Dom Tovino, sls.m. 

Binghamton, WNBF- TV (12) 1 Henry St. 351,- 
964 b&w Sce: sta. *c. Cls. AA hr. $1,000, min. 
$225, ID $100. George R. Dunham, g.m.; An- 
drew G. Hubbell. ¢. sls. m. 

Binghamton, WINR-TV (40) 72 Henry St. 
Dale L. Taylor, g.m.; A. Victor Ludington 


r., g. sls. m. 

Buffalo, WBEN-TV (4) Hotel Statler. 618,389 
b&w Sce: Niagara Mohawk ay Corp. 239 
ce. Cls. A hr. $1,050, min. $195, $95. George 
R. Torge, st.m. Nicholas J. Mialter sls.m. 

Buffalo, WBUF (17) 2077 Elmwood Ave. 240,000 
b&w Sce: ARB & sta. Cls. AA hr. $650, 20 
sec. $135, ID $60. Charles C. Bevis Jr., g. m.; 
William B. Decker, sls. m. 

Buffalo, WGR-TV (2) 184 Barton St. 603,493 
U.S. b&w, 680,905, Canada b&w Sce: Niagara 
Mohawk Power Corp. & RETMA of Canada. 
Cls. A hr. $880, min. $155, ID $80. Van Beuren 
De Megnny st. m.; G. Paschall Swift, sls. & 
prom. m. 

Carthage-Watertown, WCNY-TV (7) Box 211, 
Watertown. 80,419 b&w Sce: sta. Cls. A hr. 
$250. min. $*0. ID $25. James W. ay em tv 
d.; Alfred M. Tauroney, nat. sls. 

Elmira, aa & -TV (18) 46, 576 baw Satellite of 

WSYR-TV Syracuse. 
as a WCDB (29) Satellite of WCDA Al- 


New ‘Toa. WABC-TV (7) 7 W. 66th St. 4,800, 
000 b&w Sce: sta. Cls. A hr. $4,150, min. 
$825. ID $450. Robert L. Stone, v.p. & g.m.; 
Josevh Stamler. sls. m. 

New York WABD (5) Du Mont Television Cen- 
ter, 205 E. 67th St. 4,614,810 b&w Sce: sta. 
Cls. A hr. $3,000, min. $300, ID $120. Ben- 
net H. Korn. v.p. st. m. & sls. m. 

New York, WATV (see Newark) 

New York WCBS-TV (2) 485 Madison Ave. 
4,745,000 b&w Sce: sta. 3,000 c. Cls. A_hr. 
$7,500, min. ee + ID $7F0. Sam Cook 
Digges. g.m. rank Shakespeare, g. sls. m. 

New York, WOR-TV (9) 1440 Broadway. 4,730,- 
600 b&w Sce: sta. Cls. A hr. $2,000 min. $500, 
ID $200. Gordon Gray, exec. v.p. & g.m.; Wil- 
liam P. Dix Jr., sls. m 

New York, WPIX (11) 220 E. Stet St. 4,700,000 
b&w Sce: NBC. Cls. A hr. $2,000, min. $500, 
ID $175. Fred M. ere, v.p. & g.m.; John 
A. Patterson, sls. 

New York. WRCA- TV (4) RCA Bldg. 30 Rocke- 
feller Plaza. 4,765,000 b&w Sce: sta. 25,000 c. 
Cls. AAA hr. $9,200, 20 sec. $2,300, ID $1,150. 
hae oa N. Davidson, g.m.; Jay J. Heitin, 


sls. d. 

Plattsburgh, WPTZ-TV (5) 357 Cornelia St. 
150,000 U.S. b&w. 350,000 Canada b&w Sce: 
sta. Cls. A hr. re min. $80, ID $40. George 
er Bregge, g.m.; Albert La France loc. 
sls. m. 

Rochester, WHEC-TV (10) 40 Franklin St. 327,- 
000 U.S. b&w, 31,500 Canada b&w Sce: sta. 
400 ec. Cls. A hr. $700, min. $140. C. Glover 
DeLaney, v.p. & g.m.; Le Moine C. Wheeler, 
g. sls. m. 

Rochester, WROC-TV (5) 201 Humboldt St. 
307,750 b&w Sce: Nielsen & sta. 400 c. Cls. A 





Charles M. Neel (left), director of ad- 
vertising for the Oklahoma City Times 
and Daily Oklahoman, has been made 
sales development director of WTVT 
Tampa-St. Petersburg. Donald Menard 
(right), fromer station manager at 
KMGM-TV Minneapolis, has been ap- 
pointed local sales manager of the sta- 
tion. Menard succeeds Paul M. Jones, 
who becomes senior account executive. 
Mr. Neel has been with the publishing 


company for more than 20 years. 


hr. $700, min. $175, ID $87.50. Guanae oO. 
Wiig, g.m.; Armin N. Bender, sls. 

Rochester, WVET-TV (10) 17 S. Clinton Ave. 
327,000 U.S. b&w, 31,500 Canada b&w Sce: 
Ervin F. Lyke, p. & g.m.; Arthur Murrell- 
wright, g. sls. m. 

Schenectady, WRGB (6) 60 Washington Ave. 
510,000 b&w Sce: sta. *c. Cls. A hr. $1,100, 
min. $200, ID $100. Merl L. Galusha, m.; 
George Spring, sls. m. 

Syracuse, WHEN-TV (8) 101 Court St. 400 ,000 
b&w Sce: sta. *c. Cls. A hr. ,000, min. 
$250, ID $125. Paul Adanti. v.p. & g.m.; Fred 

enzies, ¢.m 

Syracuse, WSYR-TV (3) 224 Harrison St. 479,- 
950b&w Sce: Nielsen & sta. *c. Cls. A hr. $900, 
min. $175, ID $97.50. E. R. Vadeboncoeur, p. & 
g-m.; William R. Alford, sls. d. 

Utica, ‘WKTV (13) Smith Hill Rd. 215,600 b&w 
Sce: sta. 200 c. Cls. A hr. $550, min. $100, ID 
$40. Michael C. Fusco, g.m. & sls m. 


NORTH CAROLINA 


Asheville, WISE-TV (62) 92 Haywood St. 40,000 
b&w Sce: RETMA & sta. Cls. A hr. $150, min. 
$30, ID $15. George Norman Jr., g.m. & nat. 


sls. m. 

Asheville, WLOS-TV (13) 288 Macon Ave., 320,- 
625 b&w Sce; sta. Cls. A hr. $450, min. $90, 
ID $45. Charles B. Britt, exec. v.p.; Henry Joe 
Britt, rgnl. sls. m. 

Charlotte, WBTV (3) 1 Jefferson Pl. 574,531 
b&w Sce: sta. 934 c. Cls. A hr. $1,000, min. 
$250, ID $125. Kenneth I. Tredwell Jr., v.p. & 
mng. d.; allace J. Jorgenson, asst. m. d. 
chg. sls. 





Proctor Jones, formerly assistant sales 
director of the Yankee Network divi- 
sion of RKO Teleradio Pictures has 
been named national sales manager of 
WNAC-TV-AM. 


Charlette, WSOC-TV (9) 2221 N. Tryon 5St., 
443,900 b&w Sce: sta. 2,000 c. Cls. A hr. $900, 
min. $225, ID $112.50. Larry Walker, p. & 
g-m.; C. George Henderson, exec. v.p. 

Durham, WTVD (11) 1750 Newton Ra. 319,194 
b&w Sce: sta. Cls. A hr. $550, min. $110, ID 
$55. Harmon L. Duncan, p. & g.m.; Mike 


Thompson, sls. m. 

Fayetteville, WFLB-TV (18) 1332 Bragg Blvd., 
Box 512. 20,000 b&w Sce: sta. Cis. A hr. $160, 
min. $30, $20. William D. Bailey, m.; 
Ww. B. Iche, ¢.m. 

Greensboro, WFMY-TV (2) Phillips Ave. at 
White St. 492,096 b&w Sce: RETMA 274 ec. 
Cls. A hr. $800, min. $160, ID $80. Gaines 
Kelley, g.m., Joe E. Lake, sis m. 

Greenville, WNCT (9) Evans St. extension. 195,- 
000 b&w Sce: sta. 100 c. Cls. A hr. $400, min. 
see, ID $40. A. Hartwell Campbell, g.m. ; John 

Clark Jr., c.m 

Raleigh: WNAO-TV (28) 2128 Western Blvd. 
140,250 b&w Sce: sta. 80 c. Cls. A hr. $375, 
— A ID $32.50. G. Roger Bower, v.p. & 

oseph F. McGinley, loc. sls. m. 

Raleigh, WRAL-TV (5) 1117 Hillsboro St. 340,- 
000 b&w Sce: sta. 900 c. Cls. A hr. $600 
min. $120, ID $60. Fred Fletcher, v.p. & g.m.: 
Fletcher Turner, nat. sis. m. 

Washington, WITN (7) Highway 17 S. 
b&w Sce: sta. 350 c. Cls. A hr. $32 
$65, ID $32.50. W. R. Roberson Jr., p. & g.m; 
T. H. Patterson, v.p. che. sls. 

Wilmington. WMFD-TV (6) 223- 225 Princess St. 
Radio Bk'g. 172,000 b&w Sce: RETMA. 55 ec. 
Cis. A br. $350, min. $70, ID $35. R. A. 
Dunlea Jr., p. & g.m. Claud O’Shields, loc. 
sis. m. 

Winston-Salem, WSJS-TV (12) 419-21 N. Spruce 
St. 639,648 b&w Sce: ARF & RETMA. 675 ec. 
Cls. A hr. $600, min. $100. ID $50. Harold 
Essex, v.p. & g.m.; Harry B. Shaw, g. sls. m. 






07,935 


NORTH DAKOTA 


Smend> ag (12) Frank Fitzsimonds, 
W. L. Hurley, v.p. che. sls. Satellite of 
KXJB-TV Valley City 

Bismarck, KFYR- TV is) 200% Fourth St. 54,- 
800 b&w Sce sta. *c. Cls. A hr. $275 
min. $60, ID $30. Cal Culver, st.m.; A. L. 
Anderson, g. sls 

Dickinson, KDIX-TV_ (2) 119 Second Ave. W. 
a 500 b&w Sce: RETMA & Nielsen Cls. A 

- $150, min. $30, ID eo Orville F. Burda, 
= $ James O'Leary, sls. m. 

Fargo, WDAY-TV (6) 207 N. Fifth. 92,679 
b&w Sce: RETMA & sta. 350 c. Cls. AA hr. 
$450, min. $90, ID $45. Tom Barnes, g.m 

Grand Forks, KNOX-TV (10) Box 1110, State 
Mill Rd. 40,000 b&w Sce: sta. 25c. Cls. A hr. 
$200, min. $46, ID $15. Robert C. Lukkason, 
nat. sls. 

Minot, KCJB-TV (13) 15-A W. Central Ave. 
29,000 b&w Sce: sta. Cls. A hr. $175, min. 
$36. John W. Boler, p. & g.m.; Chester Rietan, 


Minot. KMOT (10) Nov. 195 

Valley City, KXJB-TV (4) 4000 W. Main S&t., 
Fargo. 160,000 b&w Sce. Nielsen & sta. 400 c. 
Cls. A Leg iva =. She oy ID $62.50. John W. 
Boler, . Hurley, v.p. chg. sls. 

Williston. KUMV: tv. (8) Vsctallite of KFYR-TV 
Bismarck. 


OHIO 


Akron, WAKR-TV (49) Television Center, 853 
Copley. 174,066 b&w Sce: sta. Cls. A hr. $300. 
min. $60, ID $30. S. Bernard Berk, p.; Roger 


b g.m. 

Cincinnati, WCPO-TV (9) 2345 Symmes St. 
850,800 b&w Sec: a ¥ Cls. A \%& hr. $510, 
min. $150, ID $50. M. C. Watters, ve & g.m. 
Glenn C. Miller, asst. tk & sis. 

Cincinnati, WKRC-TV 12) 8th & "Broadway, 
543,524 b&w Sce: sta. 1,000 ¢. Cls. AA hr. 
$1,200, min. $300, ID $150. David G. Taft, 
exec. v-_p. & g.m.: Roger B. Read, g. sls. m. 

Cincinnati, WLW-T (5) 140 W. 9th St. 505,110 
b&w ae sta. 92 c. Cls. A hr. $000, min. $100, 
ID $40. R. E. Dunville, p. & g.m.; James J. 
“Steve” Crane, sls. m. 

Cleveland, KYW-TV (3) 815 Superior Ave. NE. 
1,210,000 b&w. Sce: Nielsen & sta. 4,600 c. 
Cis. A hr. $1,100, min. $240, ID $120. Rolland 
V. Tooke, v.p. & g.m.; Albert P. Krivin, sls. m. 

Cleveland, WEWS (5) Euclid at 30th 1,210,000 
b&w Sce: RETMA sta. Cis. A hr. $1,060, min. 
$350, ID $150. James C. Hanrahan, g.m.; John 
H. Foley, loc sls m 

Cleveland, WJW- TV. (8) 1630 Euclid Ave. 1,- 
163,188 b&w Sce: sta. *c. Cls. AA hr. 2,000, 
min. $525, ID $263. = Wickham, mng. d.; 
Peter Storer, g. sls. 

Columbus, WBNS-TV (10) B N. High St. 552, 
700 b&w Gee: ARF & Cls. A hr. $780, 
min. $150, ID $60. Richard A. Borel, tv. d.; 
Robert D. Thomas, sls : 

Columbus, WLW-C (4) 3165 Olentangy River 
Rd. 2,000 ¢. Cls. AA hr. $800, min. $175, ID 
$60. James Leonard, g-.m.; 
sls. m. 

Columbus, WTVN-TV (6) 753 Harmon Ave. 
431,810 b&w Sce: sta. Cls. A hr. $663, min. 

5 . W. McGough, g.m.; Charles 


Gregory Lincoln, 


Dwyer, sls. m. 

Dayton, WHIO-TV (7) 1414 Wilmington Ave. 
511,310 b&w Sce: sta. Cls. A hr. $750, min. 
$150, ID $55. Robert H. Moody, g.m.; Walter 
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E. Wolaver, 

oye, S WLW-D (3 (2) 4595 S. Dixie Hwy. 458,120 
b&w Sce: Nielsen & sta. *c. Cls. AA hr. $800, 
min. $175, ID $70. George Gray, g.m.; Dale A. 
Smith, sls. m. 

WIMA-TV ye 4 ay Rice Ave. 76,487 

b&éw OL sta. Cls. A hr. $200, min. $40, ID 
$20. A Mack, v.p. & g.m.; J. 
a 


m. 
Steubenville, WSTV-TV (9) 428 Market St. 1,- 
045,580 b&w Sce: Nielsen. *c. Cls. A hr. $500, 
min. $112.50, ID $50. John J. Laux, exec. 
v.p. & g.m.; Joseph M. Troesch, asst. g.m. 
= WSPD-TV tis) 136 Huron St. 406,000 
w Sce: ARF & sta. 300 c. Cls. A hr. $1,000, 
=_ $170, ID $85. Allen L. Haid, v.p. & 
mng. al Bill Ashworth, nat. sls. m. 


St. 180,304 b&w Sce: sta. 150 c. Cis. A hr. 
$400, min. $80, ID $40. les F. Maag Jr., 
P.; Mitchell Stanley, st. & sis. m 

Youngstown, WKBN-TV 7) "3930 Sunset Blvd. 
202,581 b&w Sen: sta. 300 c. Cls. A hr. $450, 
min. $90, ID $45. W. P. D sesame Jr. p. & 
g-m.; J. L. Bowden, » st. 

Youngstown, WKST-TV (45) Nov. 1957 

Zanesville, WHIZ-TV (18) Lind Arcade Bldg., 
N. 5th St. 51,349 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. Allen Land, mng. d.; 
Nate Milder, sls. d. 


OKLAHOMA 


Ada, KTEN (10) Box 642. oe. 063 b&w Sce: 
500c. Cls. A hr. $225, min. $30, ID $15. Bill 
mn, p. & g.m.; * Brown Morris, v.p. & 

pA. a KVSO-TV (12) 114 N. Washington, 
87,400 b&w Sce: SRDS & sta. 48 c. Cis. A hr. 
$150, min. ms, ID $15. — Easley Riesen, 
g-m. ; Lack, 

Enid, KGEO-TV (5) 206 = "Randolph, Box 1589. 
jong b&w Sce: sta. Cls. A hr. $600, min. 
$120, > ee. George Streets, st. m.; Charles 


Keys, sls. 

Lawton, KSWO-TV (7) Box 699. ag A b&w 
Sce: sta. Cls. A hr. $150, min. $30, ID $15. 
Emmett L. Keough, g.m.; Al Shore, sls. m. 

a City, KWTV (9) 7400 Lincoln Blvd. 
370,757 b&w Sce: 400 c. Cis. AA hr. $900, 
min. $225, ID $i12.30 = Rie T. Bell, v.p. & 
g.m.; Fred L. Van sis.m. 

Oklahoma City, WKY-TV (4) ‘500 E. Briton Rd. 
360,000 b&w Sce: sta. 750 c. > AA hr. $950, 
min. $240, ID $120. «anaes Welpott, m.; 

Terriel, nat. sls. 

OTV (6) 302 s. Frankfort. 314,483 b&w 
Sce: sta. *c. Cls. AA hr. $825, min. $200, ID 
$100. J. C. Richdale a v.p. & g.m.; George 
Stevens. ¢.m. 

Tulsa, KTUL-TV (8) P.O. Box 9697. 319,312 b&w 
Sce: sta. Cls. AA hr. $600 min. $120, ID $60. 





Horace Hildreth (above) is president 

of the newly formed Northeastern 

Broadcasting Co. operators of sta- 

tion WAGM-Tv-AM Presque Isle and 

waBM Houlton, Maine. Lee Gor- 
man, vice president and _ general 
manager of WABI-TV-AM Bangor, will 
add to his duties those of executive vice 
president of the new company. North- 
eastern is a wholly owned subsidiary 
of the Community Broadcasting Co., 
operators of WABI-TV-AM Bangor. 

asst. g.m. sls. 

Harrisburg, WHP-TV (55) 216 Locust St. 340,- 
000 b&w Sce: sta. *c. Cls. A hr. $325, min. $65, 
ID $32.50. R. A. “Dick” Redmond, g.m.; Mrs. 

. K. ond, bus. & c.m. 

Harrisburg, WTPA (27) 3235 Hoffman St. 285,- 
000 b&w Sce: sta. 600 c. Cls. A. hr. $385, min. 
$75, ID $37.50. Donald D. Wear, g.m.; Allen 
P. Solada, sls. m. 

Johnstown, WARD-TV (56) Porch Bldg. 60,000 


b&w Sce: sta. Cls. A hr. $200, min. $37.50. 
_ Richard J. Butterfield, g.m. & sls.m. 





Mike Shapiro, v.p. & mng. d.; Bill S 


¢.m, 

Tulsa, KVOO-TV (2) 3701 S. Peoria. 319,278 
b&w Sce: Pulse & sta. 325 c. Cls. A hr. $750 
min. $175, ID $87.50. C. B. “Brownie” Akers, 
exec. v.p. & g.m.; John Devine, ¢.m. 


OREGON 


Eugene, KVAL-TV (13) Box 548. 98,471 b&w 
Sce: sta. e. Cls. A hr. $225, min. $45, 
ID $23. Ss. we McCready, g.m.; Phil George, 


sls. 

Klamath’ Falls, KOTI-TV (2) Box 732. 19,527 
b&w Sce: ARB&RETMA Cis. A hr. $150, 
min. $30, ID $15. Walter R. Richartz, st. m. 

Medford, KBES-TV (5) Box 1189. 42,078 b&w 
Sce: ARB&RETMA Cls. A hr. _ min. $50, 

$25. mag R. Poulos, st.m.; Edward 
Barnett, 
+ KGW-TV (8) Broadcast House, 1139 
SW. 13th Ave. 393,145 3 Sce. sta. 1,100 c. 
Cls. A hr. _ min. “> ID $75. Walter E. 
Wagstaff, John Pindell, sls. m. 

Portland, KPTV (a2) 735 by W. 20 Place. 483,000 
b&w Sce: sta. -00c. Cls. A hr. $700, min. $120, 
Frank J. Riordan, v.p. g-m.; Donald 


E. Tykeson, sls. m. 

Portland, KOIN-TV (6) 140 S.W. Columbia St. 
385,550 b&w Sce: ARF. 200 c. C. Howard Lane, 
v.p. & mng. d. John L. Palmer, nat. sls. m. 

re KPIC (4) Box 548, Blanton Heights, 
Eugene. ‘oy b&w Sce: Sta. Cls. A hr. $150, 
min. $30, ID $15. Aaron st. m. Optional 
satellite to KVAL-TV Eugene. 


PENNSYLVANIA 


Altoona, WFBG-TV (10) 1320 11th Ave. 414,000 
b&w Sce: sta. *c. Cls. AA hr. $750, min. $170, 
ID $75. Frank Palmer, g.m.; William Krough, 


sls. m 

sho. WLEV-TV (51) Savercool Ave., 
Fountain Hill, Box 111. 71,450 b&w Sce: sta. 
Is. A = $200, min. $30. a C. Ander- 


George H. Ettele, 
Easton, WoLy (ST) * 9857 ea ‘Ra. 94, 4 
w Sce: s' Cis. A hr. $175, min. $30, 
sis. Charice 7 Thon, g.m.; Nelson S. inet, 


& nat. adv. m. 
Ene” “wicu (12) 3514 State St. 309,000 b&w 
Sce: sta. 900 ce. Cls. A hour. $700, min. $140, 
Fe es Ben McLaughlin, g.m.; Bob Lun- 


Ede ‘WSEE (35) 1220 Peach St. 72, —- b&w 
Seo. Nielsen & sta. Cls. A hr. $300, min. $60, 
ID $30. Cecil M. Sansbury g.m.; Roger Garrett, 
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nm, WJAC-TV (6) 329 Main St. 1 ,110,- 
745 b&w Sce: RETMA. 1,200 c. Cls. A hr. 
$900, min. $225, ID $112. ~~ Alvin D. Schrott, 
g.m.; John Hepburn, sls. 

Lancaster, WGAL-TV (8) a Hwy. W. 
917,820 b&w Sce: sta. 1,500 c. Cls. AA hr. 
$1,200, min. $240, ID $120. Clair R. Mc- 
Collough, p. & g.m.; J. Robert Gulick, asst. 
g.m. che. sis. 

Lebanon, WLBR-TV (15) R.D. No. 5 Television 
Hill. 189,000 b&w Sce: sta. Cls. A hr. $200, min. 
$46, ID $20. oe Zimmerman, g.m.; Dave 
Miller, opertns 

New Castle, WKST-TV (45) 3800 Shady Run 
d., Youngstown, O. Cls. A hr. $350, min. $70 
ID $35. _ a 5 ene, p. & g.m.; Robert 


Harnack 

Philadelphia, WCAU-TV (10) City Line & Monu- 
ment Rd. 1,854,140 b&w Sce: sta. 12,000 c. Cls. 
A hr. $3,250, min. $750, ID $375. Donald W. 
Leng oy oy p. & g.m.; Robert M. McGredy, 


sls. 

Philedciphia” WFIL-TV (6) 4532 Market Sts. 
2,235,000 ‘64 Sce: sta. *c. Cls. AA hr. $3,200, 
min. $750, ID $375. Segpe A. Koehler, st.m. ; 
Kenneth W. Stowman, sls. 

Philadelphia, WRCV-TV 3) NBC Bldg., 1619 
Walnut St. 2,090,000 b&w Sce: sta. 4,000 c. 
Cls. AA hr. $3,200, AAA 20 sec. $825, AAA $10 
sec. $415. Lloyd E. L > v.p. & g.m.; Theo- 
dore Walworth Jr., sls.d. 

Pittsburgh, KDKA-TV (2) 1 Gateway Center. 
1,285,000 b&éw Sce: SRDS. 1500 c. Cls. A 
_ $1,700, min. $350, 

eves, m.: John G. Stilli, sls. m. 

Pittsburgh, Wiic (11) 700 Ivory Ave. Cls. A hr. 
$1,500, min. aang ID $150. Robert A. Morten- 
sen, g-m.; Roger D. Rice, sls.m 

Scranton, WARM.TV (16) 333 Madison Ave. 300,- 
000 b&w Sce: sta. Cis. A hr. $225, min. $45, 
ID $22.50. eg Dawson, v.p. & st. m.; Sam 
Feigenbaum, c. 

Scranton, 'WDAU-TV (22) 1000 Wyoming Ave. 
320,000 b&w Sce: sta. 500 c. Cls. A hr. $600, 
min. $125, ID $62, My L. b apenas g. 
m.; Anton “Tony” M sls. 

Wilkes-Barre, WBRE-TV ” Gay 62 "S. Franklin 
St. 320,000 b&w Sce: sta. 500 c. Cls. A hr. 
$525, min. $105, ID $52.50. David M. Balti- 
more, v.p. & g.m.: Ernest Lewis. sls. m. 

Wilkes-Barre, WILK-TV (34) 88 N. Franklin 

Sce: sta. . A hr. $375, 
— $75, ID $37. we! mJ > Rs ae exec. 
Thomas P P. She! 

Williamsport, WRARTV. "736) "Fall $957 

York, WNOW-TV (49) Cis. A hr. $200, min. 
$37.60. Richard E. Burg, st. m. & e.m.; J. 
Edward Schwalm, sls. prom. m. 


York, WSBA-TV Lo S. Queen St., Extended. 
188. 480 b&w etropolitan Edison. Cls. 
hr. $200, Poy a7 .50. ID $20. Louis J Appell 

. p.; Robert M. Stough, sls. m. 


RHODE ISLAND 

Providence, WJAR-TV cone 176 Weybosset St. 
1,404,002 b&w Sce: s aay ¢ Cls. AA hr. 
$1,300, min. $310, iD “$is0. J . s. “Dody” Sin- 
clair, st.m.; Ed Boghosian, nat. sls.m. 

Providence, WPRO-TV (12) P nage Bldg. % 
Mason St. 1,404,202 b&w Sce: sta. Cls. 
hr. $1,100, min.. $225, ID $113. William Fy 
Cherry Jr., p. 


SOUTH CAROLINA 

Anderson, WAIM-TV (40) 321 Kingsley Rd. 
Cls. A hr. $150, min. $30, ID $18.75. Glenn P. 
Warnock, g.m.; John McCallum, sls. m. 

Charleston, WCSC-TV (5) 485 East Bay. ft 
b&w Sce: sta. *c. Cls. A hr. $300, min. $75, ID 
$35. Roland Weeks, m. & —_ sls. m.; Ralph E. 
Thornley, loc. & renl. sls. 

Charieston, WUSN-TV (2) oom 879. 200,000 b&w 
Sce: sta. 1,000 c. Cls. A hr. $300, =. $75, ID 
$35. J. Drayton Hastie, p., g.m. & sls. 

Columbia, WIS-TV (10) i1i1 Bull St. 188, Ww 
b&w Sce: Nielsen & RETMA. 200 c. Cls. 
hr. $450, min. $110, ID i? Charles A. = 
mng. d.; Law Epps, sls 

Columbia, WNOK-TV "(67) 1811 Main St. 110- 
000 b&w Sce: sta. *ce. Cls. A hr. $200, min. $45, 
ID $20. H. Moody McElveen Jr., v.p. & g.m., 
David C. Phillips, sls.m. 

—— WBTW (8) Box 630. 160,120 Bn Sce; 

sta. *c. Cls. A hr. $300, min. $60, ID $30. J. 
William Quinn, mng. d; John H. Rack. sls. m. 

Greenville, hag ay 4 a 505 Rutherford St. 
830,402 b&w Sce: F & RETMA. 100 c. Cls. A 

hr. os. min. joe ID pee. — Beach- 


; R. Glass Jr. 

Gasuiamiene, WSPA-TV (7) 294" "E. Main St. 
302,717 b&w Sce: RETMA 300 c. Cis. A hr. 
$450, min. $112. 50, ID $56.25. Walter J. Brown. 
p. & g.m. ; Charles Bell, nat. sls. m. 


SOUTH DAKOTA 


Aberdeen, KDHS Y) Nov. 1, 1957 

Florence, KDLO-TV (3) Satellite of KELO-TV 
Sioux Falls. 

Rapid City, KOTA-TV (3) Duhamel Bldg. 
25,162 b&w Sce. RETMA & sta. Cls. A hr. 
— min. $25, ID $12. Helen S. Duhamel, 

& g.m.; Jack A. Crowley, sls.m. 

Reliance. KPLO-TV (6) C. J. Johnson. st. m. 
Semi satellite of KELO-TV Sioux Falls. 
Sioux Falls, KELO-TV (11) Phillips at 8th. 
218,536 b&w Sce: RETMA. Cls. A hr. $400, 
min. $90, ID $45. E. A. Nord, g.m. & c.m. 


TENNESSEE 


Chattanooga, WDEF-TV (12) Volunteer Bldz., 
Georgia Ave. 235,321 b&w Sce: RETMA 550 
ce. Cls. A hr. $450, min. $100, ID $50. Harold 
E. “Hap” Anderson, g.m.; Otis H. Segler, sls. 


m. 
Chattanooga, WRGP-TV (3) 1214 McCallie Ave. 
239,004 b&w Sce: sta. 1,100 c. Cls. A hr. $400, 
~~. Ras = = R. G. Patterson, p.; George 


2. 
PR Ay WDXI-TV (7) Williams Bldg. 103,750 
hr. _ win. $50, 


Johnson City, WJHL-TV (11) Box “080, 145 W. 
Main St. 185,316 b&w Sce: sta. Cls. A film 
hr. $300, min. $60, ID $30. W. H. Lancaster 
Jr. v.p., g-m. & sls. m. 

Knoxville, WATE-TV (6) 612 Gay St. SW. 
227,166 b&w Sce. sta. *c. Cls. AA hr. $600, 
min. _ $120, ID $60. W. H. Linebaugh, v.p. & 
g-m.; J. T. McCloud. sls. m. 

Knoxviile, WBIR-TV (10) 1513 Hutchison Ave. 
227.166 b&w Sce: sta. *c. Cls. A hr. $600, min. 
$120, ID $60. John P. Hart, p., g.m. & nat. 
sls.m. R. S. Quinn, loc. sls. m. 

Knoxville, WTVK (26) Sharp’s Ridge Memorial 
Park Rd. 168,465 b&w Sce: sta. 200 c. Cls. AA 
hr. $300, min. $60, ID $30. John A. Engel- 
brecht, p. & g.m.; Charles Palmisano, sls, m 

Memphis, WHBQ-TV (13) 1381 Madison Ave. 
558,862 b&w ‘4 sta. Cls. A hr. $900, min. 


$200. ID $100. W. H. Grumbles, g.m.; Boone 
F. Nevin, sls. 

Memphis, WMCT (5) ore Institute Bldg. 
518,162 b&w Sce: 855 c. Cls. AA hr. $900, 


min. $200, ID $100. H. W. Slavick g.m.; Earl 
Moreland, st. m 

Memphis, WREC_TV (3) Hotel Peabody Bldg. 

— A hr. $750, min. $150, Hoyt B. Wooten, 
Charles Rrakefield, ¢.m. 

Nashville, WLAC-TV (5) 159 4th Ave N. 402,000 
b&w yy sta. 500 c. Cls. A hr. $825, min. 
ae 7, 5186. T. B. Baker Jr., exec. v.p. & 

Robert M. Revschle, g sis m. 

Nashville, WSIX- TV (8) Nashville Trust Bldg. 
380,000 b&w Sce: sta. Cls. A hr. $575, min. 
$100, ID $55. E. S. Tanner, exec. v.p. g.m.; 
George H. Morris, v.p. & nat. sls.m. 

Nashville, WSM-TV (4) yh ‘~ Ave. N. 300,411 
b&w Sce: sta. 459 c. Cls. A hr. $825, min. $165 
ID $75. John H. DeWitt, A, p.; H. Bramham, 
¢.m. 


TEXAS 
Abilene-Sweetwater, KPAR-TV (12) 7400 Col- 
lege Ave., Lubbock. 65,108 b&w Sce: sta. Cls. 

















A hr. $200, eee. $30, ID $15. Dan Guthrie, st. 


m.; nat. sls. m. 
Abilene, KRBC-TV (9) 4510 S. lath. 70,031 
— sta. Cls. A hr. $225, min. $40, 
ID $20. Geo. C. Breeding Jr., st. m.; Bill Fox, 


Amarillo, KFDA-TV (10) Box 1400. 118,255 
b&w Sce gl Fi yA . hr. ee. _ $78, ID 


béw hr. $340 AA min. 
$85, a iD = 50. Bob Watson, st. AA tae: 


Clar! adv. 
ane RViI-TV 7) Dec. 1957 
Austin, KTBC-TV (7) — 717. 192,288 b&w 


Sce: sta. 72 ec. Cls. AA hr. $525, mi 105, ID 
$57.50. J. “ Kellam, g.m.; O. Pp. “B Bob” Bob- 
bitt, g. sls. 


Beaumont, KFDM-TV (6) 1420 Calder Ave. 149,- 
304 b&w Ses: Nielsen & stat. 50 c. Cis. A hr. 
$350 min. $80. ID $48. Mott M. Johnson, 
opertns. m. & c. m.; David Russell, loc. sls. m. 

Big Spring, KEDY-TV (4) 7400 College Ave., 
Lubbock. 62,952 b&w Sce. sta. Cls. A hr. 
a, min. $30, 1D $15. Wm. J. Wallace, st. 

A. “Buzz” Hassett, nat. sls. m. 

ouen, KBTX-TV (3) Harry _ Gillam, st. m. 
Partial satellite of KWTX-TV Waco. 

Corpus Christi, KRIS-TV (6) P.O. Box 840. 
99,152 b&w Sce: ARB. 250 c. Cls. A hr. $300, 
min. $75. ID $37.50. T. Frank Smith, p.; 
W. M. Ejikner, v.p. chg. sls. 

Corpus Christi, KSIX-TV (10) Show Room Bldg. 
108,000 b&w Sce: ARB & sta. Cls. A hr. > 
min. $75, ID $37.50. Vann M. Kennedy, p. 
g-m; Raymond rsey, ¢.m. 

Corpus Christi, KVDO-TV (22) 409 S. Staples 
St., Box. 2223. 50,000 b&w Sce: sta. Cls. A 
hr. $60, min. $30. Hubert Schmidt, p. & g.m.; 
Ron Dexter, sls. m. 

Dallas, KRLD-TV (4) Herald Sq. 602,525 b&w 
Sce: ARF & sta. 2,000 c. Cls. AA hr. $1,000, 
— cane, ID $175. Roy Flynn, m.; Gene 


Dallas. 'WFAA-TV (18) 3000 Harry Hines Blvd. 
590,000 b&w Sce: sta. 1,000 c. Cis. A hr. 
$1,000, min. $250, ID $125. Alex Keese, d.; 
Dick Drummy, ¢.m, 

El Paso, KELP-TV (13) 4530 Delta St. 97,153 
b&w Sce: sta. 50 ce. Cls. A hr. $450, min. $90, 
» $30. Edward Winton. g. m.; Irv Prell, sls. 


EI 1 Paso, KROD-TV (4) 2201 Wyoming. 110,322 
b&w Sce: sta. 50 ¢. Cls. A hr. $4.50, min. $90, 
_ Val Lawrence, v.p. & g.m.; Dick Watts, 

- sls. m. 

El Paso. KTSM-TV (9) 801 N. Oregon St. 104, 
400 b&w Sce: El Paso Electtric Co. & sta. 275 
e Cls. A hr. $325, min. $65, ID $32.50. Karl O. 
Wyler, o. & m.; Roy T. Chapman, v.p. & c.m. 

Ft. Worth, KFJZ-TV (11) 4801 W. Freeway. 
595,023 b&w Sce: SRDS. Cis. A hr. $1,000, min. 
$225. ID $80. Gene L. Cagle, p. & g.m.; Joe 

Fe wet Ween TV ¢ 
. Wo - 5) 3900 B tt. 

b&w Sce: sta. 1,500 c. Cls. AA h hr. $1 000 aie 
$225, ID $100. George Cranston, m.; Roy 
Bacus, ¢.m. 

Galveston-Houston, KGUL-TV (11) 11 Video 
Lane, Galveston. 561,357 b&w Sce: sta. 1,000 
¢. Cls. AA hr. $1,200, min. $250, ID $140. Paul 
E. Taft, p. & ¢.m.: Robert S. Wilson, gz. sls. m. 

Harlingen, KGBT-TV (4) Box 711. 78, 4 b&w 
See: sta. Cls. A hr. $300, min. $60 ID $35. 
Troy McDaniel, g.m. & nat. sls. m. 

ee, KGUL-TV (see Galveston) 
ouston, KPRC-TV (2) ey S. Post Oak Rd. 
535,000 b&w Sce: sta. 1,000 c. Cls. AA hr. 
$1,100, min. $250, ID $150. Jack ee v.p. & 

mm a .— McGrew, st. m. ¢.m. 
ouston, KTRK-TV (13) 4513 Cullen Blvd. 523,- 
$220, 1D as —" wae A hr. $1, 000, min. 

b illa: Walb -p. 
; Bill Bennett, c.m. " ridge, =» 

name KHAD-TV (8) 820 Convent Ave. 15,000 
b&w Sce: sta. Cls. A hr. $187. 50, min. $37. 50, 
eA $18.75. Cleo E. Long, st. m. ; John Snyder, 


oe... KLTV (See Tyler) 

Lubbock, KCBD-TV (11) P. O. Box 1507, oane 
Ave. A. 138,549 b&w Sce: sta. 400 c. Cls. A 
hr. $350, min. $60, ID $30. Robert L. Snyder, 

se rge L. Tarter, v.p. 

u k, KDUB-TV (13) 7400 Coll * 
145,174 b&w Sce: sta. 5 yy $350, 
, “Dub” Rogers, p.; 


Lafkin, KTRE-TV (9) i144 N. First St. 66,918 
b&w Sce: Nielsen & sta. Cls. A hr. $225, min. 
$45, ID $22. Richman Lewin, v.p. & g.m.; 
Murphy Martin, sls. m. 

Midland, KMID-TV (2) Box 2758. 74,000 b&w 
Sce: sta. 20 c. Cls. A hr. $250, 
$30. Ray Herndon, g.m.; George Co! 

Odessa, KOSA-TV (7) 1211 N. Whitaker. 126, 620 
b&w Sce: sta. Cls. A hr. $300, min. $60, 
$35. John Vacca, st. m.; Ed Costello, sls. m. 

Port Ast KPAC-TV (4) Box 3191 Beaumont. 
Cls. A hr. $325, min. $75, ID $45. Julius M. 
Gordon, p. & g.m.; Mack Newbury, sls. m. 

San Angelo, KCTV (8) Box 1941, 44,662 b&w 
See: RETMA & sta. Cls. A hr. $200, min. $30, 
ID $16.50. J. H. Hubbard, g.m. & sls. m. 

San Antonio, KCOR-TV (41) 111 Martinez St. 
85,000 b&w Sce: sta. Cls. A hr. $200, min. 
$35, ID $20. Nathan Safir, v.p. & g.m. 
Ben Tamborello, sls. m. 

San Antonio, KENS-TV (5) Box 1271. 378,499 


b&w Sce; sta. 635 c. Cls. A hr. $700, min. 
$120. ID - s Albert D. Johnson, g.m.; 
Wayne Kear 
San Antonio, ONO-TV (12) 1408 N. Saint 
Mary’s St. 380,000 b&w Sce: sta. 400 c. Cls. 
A hr. $560, mie. S00, cme E. 
a v.p. & ¢. Bob 
‘Antonio, WOAL-TV (4) 103i ‘Navarro St. 
“irre baw Sce: is. ae ec. ‘x hr. $700 
n. , & sec. . James Gaines, p. 
g.m.; V. Cheviot, c. 
Sweetwater, KPAR-TV (see Akuone Bwestwater) 
Temple-Waco, KCEN-TV (6) 17 S. 3rd S&t., 
Sce: RETMA. 


ARF 
ee min. $60, ID — 
John Lenox, 

Waco, KCFN-TV (see “Temp le) 

Waco, KWTX-TV es cue Desece Blvd. 139,610 
b&w Sce: RETMA . A hr. , min. 
$60, ID $30. M. N. Bostick. v.p. & g.m.; John 

Brinegar, sls.m. ; Boland, nat. & rgnl. ¢.m. 
eslaco. KRGV-TV (5) 309 Missouri Ave. 76,604 
b&w Sce: sta. Cls. A hr. $300, min. $60. ID 
$30. O. L. Taylor P. _& g-m.; Kenneth E. 
Markel, nat. & rgn 

Wichita Falls, KFDX-TV (3) Box 2040 130,- 
000 b&w Sce: sta. 800 c. Cls. A hr. $350, 
min. 4% . ID $42. Howard H. » exec. .v.p. 
&g Bob Walker g. sls. m 

Wichita, “Falls. KSYD-TV (6) Box 2130. 137,800 
b&w Sce: sta. 600 c. Cls. A hr. $350, min. $70, 
ID $42, Syd Grayson, p. & g.m.; Thomas R 
Sugars, nat. sls. m. & traf. d. 


Maral” H. Pengra, 


UTAH 
Salt Lake City, KSL-TV (5) 145 Social Hall Ave. 
215,000 b&w Sce: Pulse & sta. 400 c. Cls. A 
hr. $600 min. $150, ID $75. D. Lennox Mur- 
doch, v.p. & m. Edward B. “Ted” Kimball, 


g-sls.m. 

Salt Lake City, a # hang pees Social Hall Ave. 
212,000 b&w Sce: Ise & sta. 3,000 c. Cls. A 
_ $700, min. $180, PD $90. G t Bennett Larson, 

& g.m.; Harold Woolley, tv sls. m. 

Salt Lake City, KUTV (2) 179 le-w Hall Ave. 
212, ~=* b&w Sce: sta. Cls. hr. $600, min. 
$135, ID $60. Brent Kirk, .% m. & g. sls. m.; 

Robert Smith, nat. sis. m. 


VERMONT 
Burlington, WCAX-TV (3) 50 Barrett St. 150,000 
b&w Sce: Nielsen & sta. Cls. AA hr. $450, 
min. $90, ID $45. Stuart T. Martin, v.p. & 
g. m.; John A. Dobson, sls. m. 


VIRGINIA 
Bristol, WCYB-TV (5) Cumberland St. 368,870 
b&w Sce: Nielsen & sta. 200 c. Cls. A hr. 
$300, min. $60, ID $30. Robert H. Smith, p. & 
g.m.; J. Fey Rogers, v.p. & sls.m. 
Hampton, WVEC-TV (see Norfolk) 
Harrisonburg, WSVA-TV (3) Rawley Pike. 139,- 


7™ 





William E. Coyle is the new direc- 
tor of sales for wrc-tv Washing- 
ton, it has been announced by Vice- 
president and general manager Car- 
leton D. Smith. Mr. Coyle joined the 
NBC O&O in February 1956 as direc- 
tor of advertising, promotion and 
public relations for both the radio 
and tv stations. He will continue to 
fill that post in addition to his new 
duties as director of sales. 


617 b&w : Nielsen & RETMA. Cis. A hr. 
$250, min. ct ID $19. Hamilton em, p- 
g.m.; R. H. “Dick” Johnson, g. sls. 
Lynchburg, WLVA-TV (13) Box 238, 925 Church 
St. — 675 b&w Sce: sta. Cls. "A hr. $300, 
min. $60, ID $30. , omep &. Ae, v.p. & g.m.; 


it 
a WraR-Ty’ a 720 Bouck St. 416,000 
Cis. AA hr. $875, min. 
$200, 7 “3100. Campbell Arnoux, p. & g.m.; 
Lambe, 


M. 

Norfolk-Hampton, WVEC TY “C (15) 812 W. 2ist 
St., Norfolk. 198,100 b&w Sce. ARB 600 c. Cls. 
A hr. $350, min. or ID $35. Thomas P 
Chisman, > & g.m.; Harrol A. Brauer Jr., 


Petersburg, WXEX-TV (8) 124 W. Tabb St. 
sta. 200 c. Cls. A hr. $700, 
min. $110. Irvin G. Abeloff, v.p., mng. d. & 
nat. sls. m.; George R. Oliviere, joc. sis. m. 
Portsmouth, WTOV_TV (27) 1305 Granby St. 
Hr. $124.65, min. $17. A. V. Bamford, g.m.; 

Winston Bright, c.m. 

Portsmouth WAVY-TV (10) 801 Middle St. Cls. 
A hr. $650, min. $130, ID $65. Carl J. Burk- 
land, Fave v.p. & g.m.; Gene Gaudette, g. 


sls. 
Richmond, wav asv (12) 5221 


Midlothian 
Pike. *e. Cls. A hr. $700, min. $140, ID $70 
Barron  - v.p. g-m.; James D. 


Clark Jr., sis. 

Richmond, ‘WTVR. (6) 3301 W. Broad St. P.O. 
Box 5229. 503,317 b&w Sce: ARF. 433 c. Cis. 
A hr. $875, min. $140, ID $70. Wilbur M. 
Havens, g.m. & c.m.; Walter A. Bowry Jr., 
asst. g.m. & asst. c.m. 

Roanoke, WDBJ-TV. (7) Times Bldg.—201 W. 
Campbell Ave. (Box 150) 341,280 b&w Sce: 
Nielsen & RETMA 250 c. Cls. A hr. $450, 
min. $100, ID $F0. Ray P. corte, v.p. & mng. 
d.; Blake Brown, tv sls. 

Roanoke, WSLS-TV (10) Church & Third St. 
SW. 346,000 Nielsen & sta. 1,000 c. 
Cls. A hr. $500, min. $100, ID $50. James H. 
Moore, exec. v.p.; Horace S. Fitzpatrick, asst. 
m. & ¢.m. 


WASHINGTON 
Bellingham, KVOS-TV rg 1115 Ellis St. 342,- 
875 b&w Sce: RETM & sta. Cls. A hr. 


$550. min. $137.50, ID ts. Dave Mintz, g. m.; 


Elsethagen, sis. 

Ephrata, KBAS-TV. (43) James Schroeder, sls. m. 
Satellite of KIMA-TV Yaki 

Pasco KEPR-TV Ge Box 766. "35,000 b&w Sce: 
sta. 15 c. Cls. A hr. ‘$250, min. $50, ID $30. 
Monte L. Strohl, g.m.; Walt Coleman, loc. sis. 
m. Satellite of ‘KIMA-TV Yakima. 

Seattle, KIRO-TV (7) Feb. 8, 1958 

Seattle-Tacoma, KING-TV (5) 320 Aurora Ave., 
N. Seattle. 584,000 b&w Sce: U. of Washing- 
ton. 1,267 c. Cls. A hr. $1,100, min. $225, ID 
$115. Otto - Brandt, v.p. & g-m; A. P. 
Hunter, c. 

Seattle-Tacoma, KOMO-TV (4) 100 4th Ave. N., 
Seattle 584000 b&w Sce: U. of Washington. 
1,267 c. Cls. A hr. $1,125, min. $230, ID $115. 
w. ‘~ Weseen, exec. v.p. & g.m.; Bill Hub- 
bach, sls. 

Seattle-Tacoma KTNT T-TV (See Tacoma-Seattle) 
Seattle-Tacoma KTVW (13) 230 8th Ave. N 
Seattle. 576,000 b&w Sce: sta. Cls. A hr. 
$600, min. $125, ID $65. J. Elroy McCaw, o 

James J. Hawkins g.m. & sis. m. 

Spokane, KHQ-TV (6) 700 Radio Central Bldg. 
226,524 b&w Sce: sta. 250 c. Cls. A hr. $550. 
—¥ — 50. ID $68.75. Richard O. Dunning, 

Birney Blair, c.m. 

ae "KREM-TV (2) 4103 S. Regal. 236,000 
b&w Sce: sta. 250 c. Cls. A hr. $600, min. $120, 
ID $90. Robert H. Temple, m. 

Spokane, KXLY-TV (4) 315 W. Sprague. 228,048 
b&w Sce: Inland hang Electrical League 
& sta. 3,000 Cls. A hr. $600 min. $130, ID $65. 
Richard E. a v.p. & g.m.; James Agos- 
tino, sls. 

Tacoma-Seattle, KTNT-TV (11) llth & Grant. 
584,000 b&w Sce: sta. 1,267 ¢. Cls. A hr. 
- - ah $205, ID $102.50. Larry Carino, 
m. sis. 

Tacoma-Seattle, KTVW (see Seattle-Tacoma) 

Yakima-Pasco, KIMA-TV (29) Radio & Tele- 
vision Center, Box 702. Yakima. 112,000 b&éw 
Sce: sta. 50c. Cls. A hr. $500, min. $100, ID 
600. Themes C. Bostic, v.p. & g.m.; H. RB. Cary, 
g. sls. m. 


WEST VIRGINIA 

Bluefield, WHIS-TV (6) Municipal Bt. 130,678 
b&w Sce: Nielsen & RETMA. *c. Cis. A hr. 
$240. min. $60, ID $30. John C. Shott, st. m. 
& sis. m. 

Charleston WCHS-TV (8) 1111 Virginia St. E. 
403,000 b&w Sce: sta. 20,000 c. Cls. A hr. $650, 
min. $175, ID $87.50. ‘John T. Gelder Jr., 

v.p. & g.m.: John L. Sinclair Jr., sls. m. 

Charleston, WHTN-TV (see Huntington). 

Charleston, WSAZ-TV (see Huntington). 

Clarksburg. WBOY-TV (12) Robinson-Grand 
Theatre Bldg. George H. Clinton, g.m., Rex 
King, renl. sls. m. 

Fairmont, WJPB-TV (35) Broadcast House, 400 
Quincy St. 33,660 b&w Sce: sta. 987 c. Cls. 
A hr. $150, min. $30, ID $20 Numa Fabre 
Jr., mng.d.; H. W. Critchlow, v.p. & c.m. 

Huntington. WCHS-TV (see Charleston) 

Huntington. WHTN-TV (13) Radio & Television 
Arena, 625 4th Ave. 434,000 b&w Sce: sta. 
20 c. Cls. A hr. $600, min. $130, ID $65. Robert 


November 4, 1957, Television Age 


87 





R. Tincher, v.p. & g.m.: O. W. Myers, nat. 
m. 
a yr WSAZ-TV (3) 201 Ninth St. 596,800 


w Sce: sta. Cls. AA hr. $1,000 min. $190 
ID $80. — H. Rogers, p. & g.m.; 


Oak Hill-Beckley, WOAY-TV (4) Box 251, Oak 
wae 357,230 b&w Sce: sta. Cls. A hr. $200, 
min. $40, ID $20. ee — Thomas Jr., o. & 
g-m.; Vic. Ludington, s 

Parkersburg, = th (is) sy W. 7th St. 18 
b&w Sce: . Cls. A hr. Le =. $25, 
$12.50. Milton” Komito, st. m. & sls. 

Wheeling, WTRF-TV (7) ™1329 Market St. 
338,300 b&w Sce: sta. 1,000 c. Cls. A hr. $600 
min. $120, ID $60. Robert W. Ferguson, exec. 
v.p. & g.m.; H. Needham Smith, sls. m. 


WISCONSIN 
Eau ce WEAU-TV (13) 2415 S. eee 
Way. 135,000 b&w Sce: Nielsen. 100 Cls. A 


hr. $300, min. $60, ID $30. , ae howard, g-m.; 
Wayne F. McNulty, asst. 

Green Bay, WBAY-TV @) “115. S. Jefferson. 
360,000 b&w Sce: sta. Cls. A hr. $400, min. 
$30, ID $40. 7 R. Evans, g.m.; Robert 
C. Nelson, sls. 

Green Bay, WFRV.TV (5) Mason & Roosevelt 
Sts. 368,327 b&w Sce: sta. Cls. A hr. $400, 
min. $80, ID $40. Soren H. Munkhot: exec. 
v.p. & g.m.; Jack Gennaro, loc. sls. m. 

Green Bay WMBV-TV (see Marinette) 

La Crosse, WKBT (8) 141 S. Sixth St. 151,500 
b&w Sce: CBS Cls. AA hr. $360, min. $72, 
ID $36. Howard Dahl p. & g.m.; Robert Mor- 


rison, sls. m. 
Madison, WISC-TV (3) 114 N. Carroll. 325,000 
béw Sm sta. 1,000 c. Cls. AA hr. $550, min. 


$110, ID $55. Ralph tie —agaas sec. & g.m.; 
Richard Knickeson, sls. 
Madison, WKOW-TV_ (27) 215 W. Washington 


Ave. 131,250 b&w Sce: sta. *e. Cls. A hr. 
280, min. $56, ID * wg F. Hovel, g.m.; 
Robert Loomer, loc. cs 

Madison, WMTV (33) W. Beltline Hwy. 148, 
b&w Sce; sta. 300 c. Cls. A hr. $280, min. se. 
ID — mR, » R A. Bartell, p.; Peter P. 

g-m. sls. 

Marinette-Green hy “WMBV-TV (11) Radio- 
Television Park, Wells St., Marinette. 211,440 
b&w Sce: sta. Cls. A hr. $300, min. $60, 
$30. Joseph D. Mackin, g.m.; William R. 
Walker, tv m. 

Milwaukee, ee Pe 759 N. 19 St 

4,500 w Sce: Cls. A hr. $1,000 
min. $200, ID $100. —_ B. Soell, d. & st. m., 
Richard E. Shireman, loc. sls. m. 

Milwaukee, WITI-TV (6) 212 W. Wisconsin 
Ave. 701,494 b&w Sce: sta. 4,000 c. Cls. A 
hr. $600, min. $110, ID $55. Dean McCarthy, 
asst. to p. & pgm. d.; J. G. “Sandy” Sandison, 


. sis. m. 

Milwaukee, WTMJ-TV (4) Radio City 720 E. 
Capitol Dr. 781,222 b&w Sce: sta. 220 c. Cls. 
A hr. $1,150, ID $100. Walter J. Damm, g.m.; 
Neale V. Bakke, sls. m. 

Milwaukee, WXIX (19) 5445 N. 27th St. 320,900 
b&w Sce: Nielsen & sta. 1,500 c. Cls. AA hr. 
$800, min. $150, ID $62.50. Frank Shakespeare 
Jr., g.m. Richard P. Hogue, g. sls. m. 

Superior, KDAL-TV (see Duluth, Minn.) 

Superior WDSM-TV (see Duluth, Minn.) 

Wausau WSAU-TV (7) 714 Fifth St. 122,000 
b&w Sce: sta. 100c. Cls. AA hr. $350, min. 
$70, ID $35. Richard D. Dudley, g.m. & c.m. 


WYOMING 


Casper, KTWO-TV (2) 143 N. Durbin St. 
12,F00 b&w Sce: sta. Cls. A hr. $150, min. 
$30, ID $15. C. Van Haaften, g.m.: L. Bob 
Berger, sls. m. 

Casper KSPR-TV (6) 3900 E. Second St., Box 
930. Hr. $120, min. $26, ID $12.50. Donald L. 
Hathaway,.g.m.; Richard B. Frech, loc. c.m. 

Cheyenne, KFBC-TV (5) 2923 E. Lincolnway. 
49,000 b&w Sce: sta. *c. Cls. A hr. $175, min. 
$35, ID $17.50. Wm. C. Grove, g.m.; Charles 


P. Cahill. ¢.m. 
Sheridan, KTWX-TV (9) Nov. 1, 1957 


ALASKA 


Anchorage, KENI-TV (2) Box 1160, Fourth Ave. 
Theatre Bldg. 25,000 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. Alvin O. Bramstedt, 
g-m.; William Stewart sls. m. 

Anchorage, KTVA (11) Mt. McKinley Bldg., 4th 
& Denali St. 26,000 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. A. G. Hiebert, p. & 

g.m.; Claire O. Banks, c.m. 

Fairbanks KFAR-TV (2) 512 Second Ave. 6,500 
b&w Sce: Pulse. Cls. A hr. $150, min. $30, ID 
= Donald G. Andon, st. m.; Jack Barnhart, 


Sune, KINY-TV_ (8) 231 S. Franklin. 2,250 
b&w Sce: sta. Hr. ne min. $12, ID $7.20. 
Jerry McKinley, st. m.; Vern Metcalf, loc. 


HAWAII 
Hilo, KHBC-TV (9) Satellite of KGMB-TV 
Honolulu. 
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Wall Si. (Continued from page 79) 


in a fashion that has been denied them 
without color. 

Other improvements could help keep 
the cost of television sponsorship down. 
Thus the announcement by Radio 
Corp. of America that it had perfected 
a system of recording and reproducing 
color television pictures on tape may 
be of tremendous value in holding 
down the budget of color tv advertis- 
ing. 

The investors are in for a period of 
doubt and delay and shifting tactics. 
The television industry may find itself 
facing the toughest test of its eco- 
nomic function. 


PROFIT MARGINS. The problem of 
narrowing profit margins to which the 
Commerce Department drew attention 
last month is reflected in the latest 
quarterly reports of Storer Broadcast- 
ing Company and American Broad- 
casting-Paramount Theatres, Inc. 

For the third quarter Storer show- 
ed net earnings after taxes of $820,008 
or 33 cents per common share com- 
pared with $1,066,019 or 43 cents per 
share in the third quarter of 1956. 
However, for the nine-months of 1957 
Storer’s profits are still running ahead 
of last year with per share earnings 
equal to $2.12 per share compared 





Honolulu, KGMB-TV (9) 1534 Kapiolani Blvd. 
117,500 b&w Sce: RETMA & sta. Cls. A hr. 
$350, min. $75, ID $37.50. Melvin B. Wright, 
st. m. & nat. sis. m.; C. C. Crockett, g. 


sls. m. 

Honolulu; KONA-TV (2) 206 Koula. 107,000 b&w 
Sce: sta. Cls. A film hr. $350. min. $75. ID 
$37.50. John D. Keating, p. & g.m.; Jim 
Spencer, nat. sls. m. 

Honolulu, KULA-TV (4) 1290 Ala Moana 
Blvd. 103,750 b&w Sce; sta. Cls. A hr. $275, 
min. $50, ID $25. Jack Burnett, exec. v.p. & 
g.m.; Art Sprinkle, sls. m. 

Honolulu, KHVH-TV_ (13) Hawaiian Village 
Hotel. 93,170 b&w Sce: sta. Cls. A min. $60, 
ID $30. Hal Lewis, exec. v.p 

Wailuku, KMAU (3) Satellite of KGMB-TV 
Honolulu. 

Wailuku, Maui, KMVI-TV (12) Satellite of 
KONA-TV Honolulu. 


GUAM 


Agana, KUAM-TV (8) Box 68. 6,000 b&w Sce: 
sta. Cls. A hr. $120, min. $24, ID $12. John P 
Barton, exec. d.; Alan K. Abner, opertns. d. 


PUERTO RICO 
Mayaguez, WORA-TV (5) Box 43, Darlington 
Bldg. 37,000 b&w Sce: sta. Cls. A hr. $150, 
min. $29, ID $13. Alfredo R. deArellano Jr., 
p. & g.m.; Reinaldo M. Dupont, asst. m. & 


¢.m. 

Ponce, WSUR-TV (9) —— St. No. 4. 
Mariano Angelet Escudero, 

San Juan, WAPA-TV (4) WAPA Bldg., Box 
2050, 357 Ponce de Leon Ave. 175,000 b&w 
Sce: sta. Cls. A hr. $250 min. $55, ID $22. 
David H. Polinger, g.m.; Carlos Rivera Gon- 
zalez, sls. m. 

San Juan, WIPR-TV (6) Nov. 1957 

San Juan, WKAQ-TV (2) Box 1072, Stop 8, 
Puerto de Tierra, 129,345 b&w Sce: sta. Cls. 
A hr. $300, min. $65, ID $32. Delfin Fernandez, 
g-m.; Oscar inosa, sls. m. 





with $1.58 for first nine months of 
1956. 

Storer’s investment in the reorgani- 
zation and re-equipping of newly ac- 
quired WVUE in Wilmington, Dela- 
ware was substantial and is the major 
reason for the third-quarter decline. 

ABC-Paramount’s third - quarter 
profits also were whittled in the third 
quarter. They totaled $1,333,000, or 30 
cents per share, compared with 1,484,- 
000, or 34 cents per share, in the 1956 
period. But unlike Storer the momen- 
tum of earnings at ABC in the first 
two quarters was not enough to boost 
the nine-month figure of 1957 over last 
year. For the first three quarters profits 
equaled 91 cents per share compared 
with $1.31 per share a year ago. Leon- 
ard Goldenson, president, said that the 
company’s 
to September was ahead of a year ago 
while the broadcasting fell behind and 


the fall telecasting operations are just 


theatre business from July 


getting under way. It is the success or 
lack of it in the telecasting operations 
that will be so significant in ABC-Par- 


amount’s operations at the year end. 





Stock High-Low Last 
1957 Quote* 
New York Stock Exchange 
ABC 24%- 13% 15% 
ADMIRAL 14%- 6% 7% 
A. T. & T. 179%-160 16414 
AVCO 7%- 4% 5% 
cBs (A) 361%%- 23% 24% 
EMERSON 6%- 3% 4 
GENERAL ELECTRIC 72%- 52% 60 
HOFFMAN 25%- 17% 18 
MAGNAVOX 44 - 28% 31% 
MOTOROLA 51%- 35% 40% 
PHILCO 18%- 11 125% 
RCA 40° - 27 2914 
RAYTHEON 23%4- 16% 17% 
STEWART-WARNER 415¢- 29 33 
STORER 29%4- 20% 21% 
SYLVANIA 4614- 30% 33% 
WESTINGHOUSE 6854- 52% 57% 
ZENITH 126%4- 91% 110 


American Stock Exchange 


ALA.P. 11%- 6% TH 
DUMONT LABS 6%- 3 3% 
GUILD FILMS 45%- 2% 2% 
HAZELTINE 441%- 29% 3256 
NATIONAL TELEFILM 9°%4- 556 6% 
SKIATRON 9 - 3% 61% 
Over-the-counter Stocks 
Bid-Askedt 
AMPEX 51%-52 
CONSOLIDATED TV 19 -19%4 
GROSS TELECASTING 2014-2036 
OFFICIAL FILMS 1%4- 1% 


*As of the close, Oct. 24, 1957. 
TAs of Oct. 24, 1957. 




















Film 
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for several companies both in Cuba 
and this country. He will make his 
headquarters in New York City. The 
company also announced that it sold 
to CMBF-TV.Havana three of its prop- 
erties for airing around January 1958. 
These series are Sheena, Queen of the 
Jungle, The Three Musketeers and 
Code 3. 


39 NEW ‘WHIRLYBIRDS’ 

Desilu Productions is beginning to 
produce 39 new episodes of Whirly- 
birds for CBS Television Film Sales, 
Inc. At the same time, the program 
was renewed by Continental Oil Co. 
in 58 markets in the south and south- 
west and by Laura Scudder Foods for 
markets in California. CBS Television 
Film has also sold another series, The 
Gray Ghost, and seven other of its 
shows to Associated Rediffusion, Ltd., 
and Granada TV Network in England. 
The seven other series are: Have Gun, 
Will Travel, The Millionaire, The 
Whistler, San Francisco Beat, The Eve 
Arden Show, Mr. Adams and Eve 
and Trackdown. CBS Television Film 
now has 22 programs scheduled for 
showing in England. 


FIRST FLAMINGO SERIES 
Flamingo Telefilm Sales, Inc., is set 

to make its first half-hour 

Citizen Soldier. It is just about to 


series, 


begin production in Europe of 39 
programs, all of which dramatize true 
stories of American “citizen soldiers” 
during World War II and the Korean 
War. 
dent, reports that sales for the series 
have already been made in New York, 
Boston, Washington, Los Angeles and 
Seattle. The show is expected to get 
on the air around Feb. 15. And Mr. 
Rush announced that Flamingo ex- 


Herman Rush, company presi- 


pects to have at least three more series 
in production during 1958. 


FIVE-MINUTE CARTOONS 

A new series of Crusader Rabbit 
film cartoons is now making the rounds 
of agencies and networks. These films, 
produced and owned by TV Spots, 
Inc., consist of 260 five-minute epi- 
sodes, serialized in small groups. They 
are available both in color and black- 
and-white. 


LAWRENCE-SCHNITZER 

Robert Lawrence Productions, Inc., 
New York, has organized its fifth af- 
filiated company. This one, Lawrence- 
Schnitzer Pro- 
ductions, Inc., 
Hollywood, _ will 
provide the Law- 
rence 
with a production 
in the 
glamor city. 

Gerald Schnit- 


17-year 


operation 


company 


zer, a 





veteran of the 
motion picture field, is vice president 
of the new film company. He has had 
extensive experience as a writer and 
director with production companies as 
well as ad agencies. 


‘SEA HAWK’ SERIES 


Producers Brewster Morgan and 
Eugene Solow are producing 39 


episodes of The Adventures of the Sea 
Hawk, with most of the filming being 
done in and around Bermuda. The 
series has an estimated budget of $1.5 
million and is set for distribution by 
MCA TV, which also syndicated the 
producers’ series, Dr. Hudson’s Secret 
Journal. 





‘Life’ Survey 

Families living in the southern 
states spend more on television 
sets, radios and phonographs 
than those living in any other sec- 
tion of the country, according to 
a just-released study of con- 
sumer-spending patterns of Amer- 
ican households conducted by 
Life magazine. 

Tv sets, radios and phono- 
included in the 
study as one of the categories in 


graphs were 


the over-all classification of “Rec- 
reation and Recreation Equip- 
ment,” and the survey’s results 
reveal that the average U. S. 
household in 1956 spent $42 on 
this category, compared with $16 
for sports goods, $19 for games 
and toys, $28 for spectator fees 
and $11 for photographic equip- 
ment. 

















Billion 


could be suspected of undermining the 
American way of life, or pandering 
to the baser passions. 

“Just to make sure, I checked my 
judgment with three friends, each of 
whom is a conspicuous-success in tele- 


(Continued from page 31) 


vision. One is an executive, another a 
program originator, the third a pro- 
ducer of filmed tv programs. Without 
exception they called the material ex- 
cellent and suggested producers—nine 
in all—who ought to be interested.” 

Thus the detailed (to obviate any 
accusation of quoting out of context) 
background to Mr. Rosten’s subsequent 
disenchantment when, with two excep- 
tions, the stories were declined by 
the nine producers to whom he offered 
them “gratis, in any form, as fact or 
fiction, in whole or in part, with no 
strings attached, no conditions imposed 
and no credit required for anyone.” 

One producer, writes Mr. Rosten, is 
interested in the story of a Catholic 
priest in Minneapolis who for 20 years 
has helped people in the night courts, 
and “another program is still wres- 
tling with the problem in its upper 
echelons.” 

Reporting on some of the reasons 
for the rejection of his material, Mr. 
Rosten states that “one earnest liberal 
on a program which uses only true 
stories” told him, “Of ' 
can’t use material which puts the po- 
lice in a bad light.” To which Mr. 
Rosten allegedly remarked that noth- 
ing was further from his thoughts, 
but was television really governed by 
taboos against truth? . 


course, we 


“The point isn’t whether something 
is true or not, or happened or not,” 
his informant is supposed to have re- 
plied guilelessly. “We just never show 
the police in a bad light.” 

A second producer, no less saga- 
cious than the first, according to Mr. 
Rosten, was so moved by the stories 
that he exclaimed: “These are wonder- 
ful! Really wonderful! They make 
you feel proud to be an American. Of 
course, television can’t touch stories 
about segregation, you understand.” 

A third producer, claims Mr. Ros- 
ten, told him that “the thing that 
bothers us about all these stories is 
this: 
fourth, “the producer of a very large 

(Continued on page 90) 


they’re too strong,” while a 
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Billion (Continued from page 89) 
and successful CBS show,” explained 
that “unfortunately each of the cases 
involves some malpractice of justice 
which would meet with disapproval 
from our sponsor.” 

Convinced that it is bad for the 
public, bad for the industry and bad 
for the sponsors to have a set-up “in 
virtually all entertainment programs” 
whereby “the men who pay for the 
commercials also control the time 
between the commercials,” Mr. Rosten 
expresses his belief that “television 
will not win respect, from either its 
sponsors or its audience, until it con- 
ducts itself in a way that shows it re- 
spects itself.” 

These are the sort of views—circu- 
lated in widely read and respected 
publications, headlined in tall-browed 
newspapers, aired in televised inter- 
views and picked up by syndicated 
columns—that have made television 
probably the most prominent and cer- 
tainly the plushest member of the 
American Society of Whipping Boys. 
And for all its undeniably efficient 
public-relations set-up, television has 
done very little to combat the half- 
truths, one-sided generalities, dogmatic 
pontificating and double-domed double- 
talk contained in most of the charges 
hurled at it. 

At least one answer, however, is 
being made by an industry spokesman 
to the Rosten “indictment” in Harper’s. 
In a letter to the magazine’s editors, 
Herbert A. Carlborg, director of CBS- 
TV editing, has this to say: “The ar- 
ticle by Leo Rosten in your October 
issue infers that television networks 
and sponsors of television network 
programs are so fearful of criticism 
that only safe and innocuous story 
lines are used. 

“Because my department in its func- 
tion of interpreting and implementing 
network policies has a broad perspec- 
tive of the matter of ‘acceptability’ as 
it applies to all the elements of net- 
work programs from the standpoint of 
sponsor, producer and the network 
itself, I feel that I must take vigorous 
exception to the inference of Mr. Ros- 
ten’s article. 

“CBS Television has presented on 
sponsored programs dramatizations 
dealing with most of the subjects cited 
as unacceptable to networks and spon- 
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sors in the article by Mr. Rosten. If 
the story lines which Mr. Rosten de- 
tails have dramatic value and posi- 
tively constructed elements, we would 
have no hesitation in accepting these 
themes .... 

“In the matter of segregation, it 
would be very difficult to present a 
dramatization dealing with some as- 
pects of this problem on a sponsored 
program, particularly at a time when 
the subject is considered highly in- 
flammatory. At these times, certain 
material can best be handled through 
public-affairs programming. The CBS 
Television network has carried many 
such programs. 

“It is the responsibility of a tele- 
vision network to operate in the pub- 
lic interest and to maintain a balanced 
schedule. It would be impossible to 
maintain any balance if dramatizations 
highlighted one side of such a cur- 
rently explosive issue as segregation 
on a sponsored entertainment program. 
For this reason, there are established 
which handle 
these themes. These vehicles are de- 
signed to present all sides of an issue 
with equal fairness either in a single 
broadcast or in a series ... . 

“I am not denying the authenticity 
of Mr. Rosten’s study, but I certainly 
feel that he has not explored the 
whole dimension of television broad- 
casting as it relates to the point that 
he has raised.” 


discussion programs 


Emphatic Agreement 


Mr. Carlborg and his alter egos at 
the other two networks—Grace John- 
sen and Stockton Hellfrich, who head 
the continuity acceptance departments 
at ABC-TV and NBC-TV, respectively 
—are in emphatic agreement in deny- 
ing that “the men who buy the com- 
mercials control the time between the 
commercials.” Each states that his de- 
partment is beholden to no sponsor 
edicts and subject to few sponsor 
pressures. Where the real pressures 
emanate, they say, is not from within 
the industry but from groups and 
individuals outside of it. 

On the subject of television’s pro- 
gramming “shortcomings,” Miss John- 
sen and the Messrs. Carlborg and 
Hellfrich, as people who have lived 
for years in the closest contact with 
the material presented on their re- 
spective networks, express themselves 


as being frankly puzzled as to what 
television’s critics would like to see it 
do that it has not already done, and 
many times over. And therein lies the 
best refutation of the charges leveled 
at the medium by its detractors—the 
factual record of programs that have 
presented adult themes and controver- 
sial subjects supposedly untouchable in 
television’s “antiseptic halls” even 
with the proverbial ten-foot pole. 

Only a partial list of such pro- 
grams, picked at random from the 
program files of the three networks, 
supplies ample proof that, as Herbert 
Brodkin, producer of Studio One and 
a qualified veteran of the medium, 
has stated, “any subject written with 
taste and intelligence can be done on 
tv.” 

Racial, religious and social intol- 
erance has been dealt with in such 
dramatic scripts as A Man Is Ten 
Feet Tall, Thunder on Sycamore 
Street, Dominique, Walk Down the 
Hill, The Family Nobody Wanted, 
The Hollywood Complex, The Little 
Foxes and—despite its author’s dis- 
affection with the end result—Noon 
on Doomsday. 

Mental health, psychiatry, neurosis 
and unnatural human _behaviorism 
have been handled dramatically by, 
among numerous others, teleplays 
such as The Glass Wall, Edge of 
Light, Early Frost, Clash by Night, 
The Playroom and The Deaf Heart. 

Alcoholism and drug addiction 
have been .portrayed in The Lost 
Weekend, Nightmare by Day, A Matter 
of Life, Night Escape and The Turning 
Point. Illegitimacy was explored in 
The Old Maid, adultery in Dodsworth, 
suicide because of pregnancy out of 
wedlock in Coquette, extra-marital 
love in Cynara, euthanasia in Act of 
Mercy, juvenile delinquency in Crime 
in the Streets, divorce in Wednes- 
day’s Child, kidnapping in Fearful 
Decision, crooked politics in Shadow 
of Evil and retarded children in 
Below Average. 

Unfavorable portrayal of law-en- 
forcement officers and malpractice of 
justice (Mr. Rosten, please note) have 
been viewed in The Defender, The 
Arena, The Hands of Mr. Ottermole, 
The Long Way Home—whose main 
story was the detailed, mature and 
sobering account of a heart attack— 
and in this season’s new NBC-TV 








series, Court of Last Resort. 

Government and big business have 
been raked over the coals in Thunder 
Over Washington, Patterns, Man on a 
Tiger, Born Yesterday and This Busi- 
ness of Murder. Emasculation was 
touched on in The Dark Side of the 
Earth—scripted by the same Rod 
Serling who finds tv authors “ham- 
strung” by so many “taboos” that 
the only thing they can write about is 
the American Indian. 

Controversial Army themes and 
military courts-martial have been de- 
picted in The Furlough, Fair Play, 
The Star-Spangled Soldier, The Rack, 
The Caine Mutiny Court-Martial and 
Real Fine Cutting Edge. 

Warm-hearted fable and thought- 
evoking fantasy have been coaxially 
represented by Marc Connelly’s The 
Green Pastures, Thornton Wilder’s 
Our Town and The Skin of Our Teeth, 
George Orwell’s 1984 and Robert Alan 
Aurthur’s A Sound of Different 
Drummers. 

Add to these such uncategorized 
and diverse classics as Cyrano de 
Bergerac, Man and Superman, The 
Letter, Richard III, The Lark, Ap- 
pointment in Samarra, Peter Pan, The 
Fourposter, The Devil’s Disciple, The 
Corn Is Green, The Great Gatsby, 
Cinderella, The Barretts of Wimpole 
Street, Blithe Spirit, The Animal 
Kingdom, On Borrowed Time and 
The Cradle Song and the total is still 
only a fraction of the adult dramatic 
fare presented over the years on 
sponsored entertainment programs. 

Non-dramatic shows also confute 
just as positively the captious charges 
that television is lacking in taste, 
integrity, excitement, provocativeness, 
vibrancy, imagination, artistry, intes- 
tinal fortitude and vitamin C. 

Industryites wonder just what the 
Rep. Cellers, et al., were watching 
when Sol Hurok was video-present- 
ing the Sadlers Wells’ Ballet and 
Festival of Music, when Omnibus was 
reporting on the Kremlin, Lee at 
Gettysburg and Oedipus Rex, when 
the NBC-TV Opera Company was 
doing a War and Peace or a La 
Traviata, when Edward R. Murrow’s 
See It Now was investigating the 
Israeli-Arab question or Puerto 
Ricans on the move or the U.S. Post 
Office deficit, and when Mike Wallace 
was interviewing the Ku Klux Klan’s 


Eldon Edwards, stripteaser Lili St. 
Cyr, ex-hoodlum Mickey Cohen and 
birth-control proponent 
Sanger. 

Or—to carry a lengthy and cultur- 
ally stimulating list only a little 
further—when Henry Salomon’s Proj- 
ect 20 series was documenting the 
rise of Communism and Hitlerism or 
the history of the jazz age, when 
Odyssey was reliving the Salem witch- 
craft trials, when Frank Capra’s Our 
Mr. Sun and Hemo the Magnificent 
were unreeling on the nation’s tv 
screens, when the new Twentieth 
Century was premiering with the life 
of Winston Churchill, when Wide 
Wide World was exploring outer space 
a month before Sputnik, and when 
the three networks devoted no less 
than six special shows to the Russian 
earth satellite over the weekend after 
the news broke. 


Margaret 


Just Surface-Scratching 


All the foregoing—representing 
mere surface-scratching of the sort of 
intelligent and provocative program- 
ming that has marked television 
throughout its harried existence, and 
taking into account not at all the 
special public-service and educational 
programming done at both the net- 
work and local levels—offers the 
strongest possible rebuttal to the 
blatherings about the “trite and vul- 
gar” on tv and the medium’s appeal 
to “the lowest common denominator.” 

Television’s qualitative contribu- 
tions to American entertainment and 
education have long been conven- 
iently forgotten by the cavilers who 
judge it only by its lesser efforts. 
And the spate of westerns and me- 
diocre musical-variety shows this sea- 
son has unfortunately given the 
howlers added ammunition for one- 
sided argumentation. 

Even the staunchest defenders of 
tv can’t deny that much of this year’s 
programming is indicative of the kind 
of conformity and imitativeness of 
which tv is accused in toto. But there 
is a basic and understandable reason 
even for this, if video’s accusers would 
only dredge up the fairness to analyze 
it. 

Television is a mass medium—a 
medium for the masses, not for that 
minority of superior gentry with 
spheroidal crania who dwell in ivory 


towers of pseudo-intellectualism and 
drool over Strindberg and Christ- 
opher Fry. Television was intended for 
the living room, not the library. 

Hearken to Alistair Cooke’s qual- 
ification of his contention that tv is 
“mostly trash”: “Television is a me- 
dium of popular entertainment in an 
age when the mass-man is the only 
audience that counts. 
demning Victorian literature _ be- 
cause the penny novelettes, put out 
for kitchen maids, were not written 
by Dickens, Thackeray, Hardy or 
Mark Twain.” 

Leo Rosten sorrows over television 
for “abdicating the 
which goes with its power. Respon- 
sibility to what? To whom? For that 
matter, what 
Rosten doesn’t say. 


Imagine con- 


responsibility” 


responsibility? Mr. 


He doesn’t say, because to state just 
what television’s true responsibility is 
would hardly be compatible with the 
rest of his thesis on the medium’s 
alleged ills. Television’s fundamental 
responsibility, quite simply, is to the 
millions of ordinary, everyday people 
who make up its audience and who 
are far more interested in watching 
what it gives them than in worrying 
about what it doesn’t. 

As the greatest mass medium in the 
history of entertainment and com- 
municiions, video’s sole responsibil- 
ity is to the masses—and if the masses 
profess a desire for westerns and more 
westerns, or for any other type of 
programming, it’s television’s respon- 
sibility to give it to them. Its primary 
function is not to instruct or dictate 
or elevate its audience’s taste in en- 
tertainment but to appeal to it on its 
widest existing level. 

As evidenced by the specific pro- 
gram 
television can and does 


examples mentioned earlier, 
operate in 
more rarefied intellectual circles, but 
for it to reside permanently on a 
loftier plane than the public which 
made it powerful would be a very 
real abdication of its prime respon- 
sibility to that public. And for the 
nation’s large advertisers, who make 
television possible, to insist on such 
an abdication would be sharply in- 
consistent with the accepted standards 
of good business management. 

That any sponsor can ill afford to 
spend huge sums of money on tv 


(Continued on page 92) 
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Billion (Continued from page 91) 


programming which will alienate au- 
diences and kill sales is a matter of 
elementary economics too obvious to 
be dwelt on. What isn’t always as 
manifest, however, is the fact that 
most advertisers who use television to 
promote their products also have a 
strong responsibility of their own in 
a certain direction. 

The majority of tv sponsors are 
large public corporations with thou- 
sands of stockholders. The manage- 
ments of these companies are respon- 
sible for the proper handling of their 
investors’ money in every phase of 
operation; tossing a bundle of it into 
a tv program with little or no chance 
to induce a sales payoff because of its 
appeal to no one but the eggheaded 
contingent is hardly the best way to 
fulfill that responsibility. 

People in television who take to 
heart the blasts of the pundits and 
who would sincerely like to do some- 
thing about the supposedly necessary 
“upgrading” of the industry too often 
find themselves in a thorough state 
of what-paper-d’ya-read confusion. 
Have a for instance: 

Dr. Frederic Wertham, a noted 
psychiatrist who sees in everything a 
reason for juvenile delinquency, 
charged over NBC-TV a couple of 
months ago that western programs 
are just crime shows disguised with 
boots-and-saddles trappings. Only a 
week later, Dr. Ernest Dichter, presi- 
dent of the Institute for Motivational 
Research, in a magazine article saw 
westerns as in the genre of morality 
plays, containing “something close to 
a religious experience” and helpful to 
“a clearer insight into our motiva- 
tions” if their appeals are fully 
analyzed. 

Perhaps the most profound observa- 
tion of recent months on this thing 
called television came from no less a 
figure than Carl Sandburg. In a filmed 
interview over NBC-TV last July the 
illustrious poet-author remarked that 
a previous condemnation of television 
that he had made was aimed at what 
he arbitrarily designated as “more 
than 50 per cent of the commercials 
on tv” which he feels “are filled with 
inanities, asininities, sillinesses and 
cheap tricks.” 

This unequivocal criticism, publi- 
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News (Continued from page 27) 


available in adjacent observation 
rooms. 

“The program,” says Mr. Harper, 
“is a practical, contemporary means of 
communicating the many-sided story of 
a world-wide agency to old and new 
employes—with speed and impact. And 
to share our findings with the market- 
ing world at large.” 





Night view of the main entrance of 
the new wisN-Tv building. 


Wise Children 


Today’s children are space happy. 
Tom Sawyer, Huck Finn, Alice in 
Wonderland and The Wizard of Oz 
are for the birds (and their space 
travel, every moppet knows, is limited 
to the stratosphere). 

That’s the considered opinion of 
John B. Soell, vice president and man- 
ager of the WISN division of the Hearst 





cized in the press to a considerable 
extent, was qualified in its expansion 
on the air. Mr. Sandburg observed 
then that “television itself is a miracle 
that has grown so common—it is a 
miracle in a certain sense that air and 
sunlight are old miracles with a use 
to them that we don’t know.” 

Asked for his suggestion as to how 
to go about “correcting this ill,” he 
replied: “Well, in our free enterprise 
system it’s going to work out some- 
how. I would say that there is an 
increasing minority of tv viewers who 
are getting desperate about what is 
handed them. The amount of time 
that they have to waste listening to 
commercials runs into hours that go 
into days across the year, not to 
mention the decencies that are 
violated. . . . 

“But in all that I am saying, please 
don’t get me wrong. The amount of 
stuff that comes over now in television 
that’s priceless pays for all the 
faults. . . .” 


Corp. He spoke at the dedication of 
WISN-TV-AM Milwaukee’s new futur- 
amic studios that cost $1,250,000. 

“Children between the ages of 6 
and 12 are far more worldly wise to- 
day than their parents were at that 
age,” said Mr. Soell. “No longer do 
children read the Horatio Alger books 
around which to build their dreams. 
The old classics of The Wizard of Oz 
and Alice in Wonderland can only be 
found in public libraries. But there 
are few children who don’t have every 
confidence that shortly trips to the 
moon and outer space will be as com- 
monplace as a bus ride is today.” 

Small fry heroes of today, said Mr. 
Soell, are the Captain Videos and 
Rocket Rangers whose melodrama is 
brought to tv from out of the galax- 
ies. The kids’ dreams of adventure, he 
said, bear no resemblance to the old- 
fashioned adventures of Tom Sawyer 
and Huckleberry Finn on a raft. 

“But,” he said, “it is not only the 
children who have become wiser and 
more knowledgeable. The adults, too, 
are developing a different concept of 
the world around us and the people 
who inhabit this world.” 


POLITICAL ADVANTAGE. He cited 
the advantage politicos have with the 
new medium. Where once they had to 
flail arms and shout to arouse the in- 
terest of the voters; they can today 
speak softly and cogently right into 
the nation’s living rooms. 

“No longer is it necessary to buy 
plane or train tickets to travel to far 
points of the world to see the mar- 
vels of nature and man,” said Mr. 
Soell. “In the privacy of our own 
homes, we can see Old Faithful Gey- 
ser in Yellowstone National Park, or 
view the wonderful accomplishment of 
nature in the Grand Canyon or we 
can watch how ore from the bowels 
of the earth goes through the various 
processes and is formed into the thou- 
sands of finished products which we 
use every day to make our lives more 
comfortable. The sight of any of these 
is educational, so that we can better 
overcome the forces of ignorance.” 

Sneaking of his station’s new facil- 
ities, Mr. Soell said, “The building 
was designed, built and equipped in 
keeping with the era of expansion and 
development that lies ahead for the 
great city of Milwaukee and state of 
Wisconsin. This means that we are 
now in a position to render an even 
greater service to the public with the 
finest of facilities.” 
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In the picture 


The former administrative vice president of the American Broadcasting Co. Radio Net- 
work, Stephen C. Riddleberger, has been elected vice president and comptroller of the 
American Broadcasting Co. division of American Broadcasting-Paramount Theatres. He will 
also act as assistant treasurer of AB-PT. In his new post, he will report to Simon B. Siegel, 
financial vice president of AB-PT. Mr. Riddleberger joined ABC in March of 1952 as radio 
budget officer. He was promoted successively to administrative assistant of the tv program de- 
partment, administrative manager of the department and member of the cost control unit. In 
November 1955 he was made business manager for the American Broadcasting Network and 
in March of this year he was elected ABN administrative vice president. Before joining ABC, 
he was with NBC, starting as a page and leaving as assistant staff budget officer. 





Emerson Foote, for eight months out of the agency business and the cause of much 
speculation as to where he would wind up, has joined Geyer Advertising, New York, as 
chairman of the board. Mr. Foote resigned last February as executive vice president of Mc- 
Cann-Erickson. It’s reported that he is making a substantial investment in the Geyer agency. 
B. B. Geyer, who established the agency in 1911 and who has been chairman of the board, 
becomes chairman of the executive committee. Mr. Foote will also be on the executive com- 
mittee. Sam M. Ballard continues as president. The founder, and for seven years president of 
Foote, Cone & Belding, Mr. Foote caused industry-wide comment when he resigned the $11- 
million American Tobacco Co. account in the spring of 1948. He had worked on the account 
for nine years, under the fabled George Washington Hill Sr., late president of the company. 





Campbell-Mithun, Inc., an agency billing $40 million with headquarters in Minneapolis 
and branches in Chicago and Los Angeles, opens a New York office this month. Vice presi- 
dent and head of the new office will be William E. Brownell, a Hartsdale, N. Y., resident, 
who was formerly copy director of Erwin-Wasey (recently merged with Ruthrauff & Ryan). 
Mr. Brownell was once head of the Detroit office of the old William Weintraub agency (now 
Norman, Craig & Kummel). He also headed copy departments at Grant Advertising and at 
Campell-Ewald. Besides his wide experience on the creative side at agencies, Mr. Brownell 
has had fiction published in Collier’s, Argosy, Cosmopolitan, the Saturday Evening Post and 
has had plays on CBS-TV and NBC-TV. Campbell-Mithun now serves clients with four tele- 


vision programs originating in New York. They will be serviced partly through the new office. 





The new programming director of Corinthian Broadcasting Corp. is Robert H. Salk 
(the Corinthian stations are KoTv Tulsa, KGUL-Tv Galveston and Houston, WANE and WANE- 
TV Ft. Wayne and wisH and wisH-tv Indianapolis). For the last two years, Mr. Salk has been 
director of sales for Screen Gems. Before that he was with the Katz Agency for 10 years, 
where he was responsible for assistance to the representative’s stations in the areas of pro- 
gramming, film buying, research and sales. He was at various times program sales manager, 
director of research, midwest tv sales manager and manager of a Katz subsidiary, Station 
Films, Inc. Before joining Katz he was with the Columbia Broadcasting System in the research 
department and network sales. This is Corinthian’s third appointment to the central staff 
this year, with a director of sales and of promotion and advertising soon to be named. 





The former business manager of the Mutual Broadcasting System, Ole G. Morby, has 
been named co-ordinator, broadcast operations for TFL Broadcasters, Inc., radio-television 
subsidiary of Time Inc. He will be based in New York and will report to Weston C. 
Pullen Jr., Time Inc. vice president for broadcasting. The publishing concern owns and oper- 
ates through TFL the following stations: KLZ, KLZ-Tv Denver; KDYL and KtvT Salt Lake 
City; WFBM and wFBM-Tv Indianapolis; WTcN and wTcN-tv Minneapolis, and woop and 
woop-Tv Grand Rapids, Mich. A native of San Francisco, Mr. Morby began his career in 
the San Francisco branch of McCann-Erickson. He became radio audience and general re- 
search manager. In 1942 he joined CBS and in the next 14 years served in several sales 
capacities. He was also manager of station relations for the full CBS radio network. 
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TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 


DWENTURE 





Now—in many markets—three 
great adventure-action series 
combined into one great 5-day- 
a-week show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market’s availability. 





Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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Life in this television age: The fol- 
lowing classified advertisement was 
called to our attention by one of our 
print spies: “Business gal looking for 
business gal to share four-room, fully 
furnished apartment in East Seventies. 
Present owner must control tv set.” 


* * * 


Satellitis: /t’s a well-accepted hazard 
of the advertising trade that when a 
copywriter gets an idea going around 
his head, he’s got to shoot off to some- 
one about it. So, the other morning, 
a copywriter of our ken—high school 
and all that—phoned to tell us. he 
heard that several top agencies were 
thinking of bidding for the Sputnik 
account. 

He wanted us to tell one and all 
in our orbit that, according to his 
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soundings, Sputnik was bound to go 
to Krupnick in St. Louis. And, what’s 
more, he said—we couldn’t stop him, 
euphonies were whirling around his 
brain faster even than 18,000 miles 
per hour—that if Ike is still president 
when we in the U.S. launch our sat- 
ellite, it’s slated to be called Niblick. 

That’s when we hung up and vowed 
never again to mention the subject in 
publik. 

* * * 


Not called on account of tv: That 
wcess-Tv New York early early show— 
6:30 a.m.—in which a New York Uni- 
versity professor started on Sept. 23 
to give a course for NYU credits on 


Comparative Literature, caused some 
disruptions in several areas right from 
the first bell. Unsuspected people took 
to getting up at uncitylike hours, book- 
stores within a radius of 50 miles 
around New York City were pounced 
on person to person as well as by 
mail and phone for the books under 
discussion and even University officials 
not directly concerned with the course 
or telecast were not untouched by 
this clamor for culture, 21-inch style. 
For instance, during one of the first 
days of Sunrise Semester, George Roo- 
sevelt, chairman of the Board of Re- 
gents, tried to phone Dr. Carroll V. 
Newsom, chancellor of NYU. He 
couldn’t get through. Finally, Mr. 
Roosevelt sent a wire asking the chan- 
cellor to call him, as he had been try- 
ing for three days to reach him. 

To get a word in with those egg- 
head viewers, a guy’s got to get up 
early early early. 


* * * 


Our favorite program correction of 
the week of Oct. 20-26 comes from 
WHTN Huntington, W. Va.: 

8:00 p.m. Delete: Prince Philip’s 
Visit. Insert: The Restless Sphere. 


* * * 


Let George do it: We've got to be 
fair about it, even if it means rele- 
gating television to a back seat and 
putting radio in the driver’s seat, as 
it were. But it is true that the advo- 
cates of radio, in the radio-vs.-televi- 
sion struggle, can take heart from 
some information which has just come 
in from the public-service front. 

The NBC Owned Stations Division 
has a Know Your School project in 
progress in the eight cities in which 
NBC owns stations. A survey of gen- 
eral managers to determine the num- 
ber of school-age children in their 
own households resulted in this score- 
card: 

KNBC (radio only—George Fuerst, 


general manager) ....... 6 
General managers of all seven NBC- 
owned tv stations....... 6 


PRINTED BY PERIODICAL PRESS CORP., PHILA, 23, PA. 








) 











NOT LOCAL... 


REGION. WCB 








ALBANY-TROY, 
NEW YORK 
CHANNEL 6 





























N 
\ 
© Lake Placid \ 
‘N 
HAMILTON ‘\ 
HERKIMER O \ 
Long Lake \ 
WINDSOR ‘ 
RUTLAND ‘\ 
WARREN O N 
© Woodstock Pa. 
Rutland SULLIVAN 
Glen Whitehall ©“? \ 
Falls. \ WASHINGTON Claremont \ 
© © 
SARATOGA BENNINGTO ~~ 
FULTON oO O — \ 
Little /Gloversville Saratoga Monchester CHESHIRE \ 
FalisO © \Springs \ 
MONTOOMER Ss Pe yectaoy (qenescLien of Keene \. 
OTSEGO Schenectady | Brattleboro Montreo! ® MAINE 
SCHOHARIE O Troy BERKSHIRE? FRANKLIN \ 
Oneonta Middleburg Greenfield 
© AMPSHIRE 
Pittsfield ONorthampton 
DELAWARE i © 
OWalton 
; NEW 
O AMP SHIRE 
Poughkeepsie MASS. 
@ Boston 
© 
&! CONN. R.1. 
PENNSYLVANIA 
New Yor 
NEW 
JERSEY 





i. 





A prestige station that delivers the advertiser’s message 
to a maximum audience in a vital market 


America’s Pioneer Television Station serves Eastern New York and Western New England. Meet- 
ing our responsibilities, we deliver the finest in programming to more than half a million families in this 
prosperous region. Thousands depend completely on WRGB’s V-signal—their only source of television. +» 


WRGB, Channel 6 Represented nationally by NBC SPOT SALES 





THE PACE IS... 


PROGRESS 


in the FORT WORTH - DALLAS area 
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The trend is up and the growth rate is steady. Look at these start- 
ling predictions for 1960:* 


Tarrant-Dallas County 


Population 1,522,900 


Tarrant-Dallas County 
Estimated Buying Income _.... ES Sa eee $3,291,088,000 


Tarrant-Dallas County 


Retail Sales $2,409,432,000 


To sell your products in this fast-paced, rapidly- i 
expanding 12th U S Market choose the facilities i WBAP-TV _— Channel 5 
of WBAP-TV—the first station in the market. : 

Rates and packages on request. ‘ Basic NBC for North Texas 


*Source: Sales Management, ‘Marketing on the Move’’, Nov. 10, 1957. 


AM - FM - TV 


1900 N. Akard ° Dallas, Texas 


Pra Dana pMQ NAR Ta nT Lee a Bene ine wa Ia Ta PTE NTE PTaPTA TANT 


NATIONAL REPRESENTATIVES PETERS, GRIFFIN & WOODWARD 





